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America’s millions are marching to work, to train- 

ing, to better health, to more endurance. That’s where 
Du-Flex enlists for duty and fills the Sole need for 1941 and 

’42. Always in the front rank in the march of style, Du-Flex 
steps ahead with three leaders, Rounder, Roplay and Thick 
Smooth. Du-Flex Nap with its velvety tread is on many a service 
and style shoe. These Du-Flex Soles are made according to tried 


and approved formulae which conserve essential supplies 


without injuring 
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aaa Performance Value is the talk of the count 


among consumers and retailers alike. “At last,” s 


American men, “the consumer gets a break.” And each 
more and more merchants like you are saying, “Yes, when 
demonstrate Johnsonian’s Pérformance Value at the fit 
stool, sales are easier and more worthwhile”! Here’s a © 
bination that can’t be beaten for profits now, and for 
future. Better make yourself a part of this smooth-functioni 
Johnsonian Performance Valve set-up. A letter or wire 


bring the Johnsonian man to show you how and why. 


JOHNSONIANS ARE Ganitized SOHNSOMIAN DIVISTOR =: 


ENDICOTT-JOHNSON + + NEW YORK CITY 
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IN NEW YORK 


OCTOBER 26" 27” 28" 


Gu. again exhibitors are invited 
to participate in the October Shoe 
Show at the Hotel McAlpin in 
New York. 

We urge you to make EARLY 
RESERVATIONS. Present indica- 
tions point to an unusually suc- 
cessful exhibit. 

The McAlpin’s location is ideal for 
the shoe industry. Just across the 
street from the Marbridge Build- 
ing. One block to Pennsylvania 
Station. Both the B.M.T. and 6th 
Avenue subways at our door. 


as 


HOTEL 
McCALPIN 
DAILY RATES 


A GREAT HOTEL Single from $3.30 
BROADWAY AT 34th ST., NEW YORK Double from $4.95 


Under KNOTT Management JOHN J. WOELFLE, Manager Sample rooms from $5.50 
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BALL-BAND merchants will find it profitable 
to arrange for early displays of BALL-BAND 
Rubber Footwear this season. Much forward 
buying is being done — better grades are in 
demand — and your customers will respond 
to and appreciate your visible reminder. More 
than that you'll do yourself a big favor by 
selling more footwear and by making your 
store the rubber footwear headquarters in 
your town. Plan now for an early display of 
BALL-BAND and let us know right away if you 
need an assortment of window cards — they 
are free, you know, to BALL-BAND Merchants. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 WATER STREET, MISHAWAKA, INDIANA 
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(‘mM No “Fuss. ) 
BupGeET’ BUT 
My Boy’s SHOES 
MUST Be ALL 
LEATHER IN 
. VITAL PARTS* 
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is becoming more aware of the extra value found in foot- 
wear constructed with All Leather in Vital Parts.* 

This Fall 50 million readers of 9 outstanding consumer 
publications are receiving the full impact of dramatic 
dominant ads featuring Red Goose and Friedman-Shelby 
shoes, using the punch line All Leather in Vital Parts.* 
Take advantage of this powerful consumer influence 
being directed to your customers. Stock a wide selection 
of famous Red Goose and Friedman-Shelby shoes for 
boys and girls of all ages. 


* Counters, Insoles, Heel Bases ere mot paper or fiberboard. 
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THERE’S PROTECTION IN PERFECTION 


Matched Pairs created with Celastic box toes have smooth, 
even tip lines — toe character that is true to the lines of 
the last. 


Style Protection is positive because style interpretation is accu- 
rate. Firm but flexible side walls are formed when lining, box 
toe and doubler are fused into a single structural unit. 


Customer Protection is assured because toe comfort and trim 
toe lines remain from the first to final wearing. The comfort and 
style protection in Matched Pairs makes it easier to bid for more 
business from satisfied customers. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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RUSSELL B. WILLIAMS,. San 
Diego, Calif., retail shoe merchant, 
says: 

“These Father and Son pictures 
and stories I read so carefully in the 
Boot aNnD SHOE RECORDER are a 
great inspiration to those of us who 
are trying to do a substantial, honor- 
able retail shoe business. Some 
people seem to think the retail shoe 
business is in a constant state of flux, 
with somebody always finding the 
pot of gold at the rainbow’s end. 
This series definitely proves there 
are no short cuts to doing a real 
successful shoe business. 





“Looking at those good, substan- 
tial fathers and their sons makes us 
realize there are still a great many 
of us ‘middle-of-the-roaders’. By 
that I mean, those of us who go 
along selling shoes as they should 
be sold, taking part in our com- 
munity work and in our state and 
national shoe retail association 
work. We, as a group, never try to 
set the shoe world on fire, but we do 
try to pay our bills and to treat those 
we buy from and those to whom we 
sell, with the same spirit as we like 
to be treated. 

“As it is with me, I have been 
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here in San Diego, Calif., for 28 
years. The business has shown an 
increase in sales and profits each 
year. We have not tried to do the 
largest business in the city or the 
state. We are just contented to do 











a normal business in a sound man- 
ner. And if I am not greatly mis- 
taken, that self same idea permeates 
the business history of all these 
Father and Sons series, even if it 
didn’t say so in the text. 

“Right now this store is buying 
day-by-day with no gambling on in- 
ventory, as we remember the last 
war when we bought 120 to 250 
pairs at a crack, and got stuck 
plenty with them at the end.” 


* * * 


F OR years the story of more sizes 
and less lines has been dinned into 
our ears by the Recorper and this 
year, most all the shoe buyers are 
beginning to realize the message 
means ‘ME’ and nobody else,” finds 
T. C. Briderick, who operates three 
shoe stores in San Diego, Cal. 
“When prices start their slow and 
sure piecemeal climb, a nickel here. 
a dime there, the brunt falls right 
on the merchant in the retail store 
in his endeavor to hold prices at 


retail to his previous level. As a re- 
sult, his inventory must be filled 
with just one type of merchandise, 
stire sellers, with no odd lots. And 
that is where the more size, less line 
policy is forced on us, making us 
better merchants—if we stay shoe 
merchants at all. 

“This bag-to-match-shoe trend is 
certainly making the hose and bag 
department an active one. In fact, 
it seems bags to match are a shoe 
selling must. Nearly every woman 
wants a bag to match her dress 
shoes and it seems that many are 
taking the same stand when it 


AND WE HAVE IT IN 
Your 








comes to considering sport and 
casual footwear. All this means an 
extra sale of from $3.95 to $5.95 
when we have the bags to match 
and sometimes a lost sale when we 
do not have the complementary 
hag.” 
~ te 

A PAIR of tight shoes supplies the 
motivation for the picture titled ap- 
propriately “Tight Shoes.” Brode- 
rick Crawford, after a feud with a 
shoe clerk, insists on buying a pair 
of shoes a size too small. At the 
races, in his tight shoes, he becomes 
foot conscious. He notices a horse 
































named Feet First, thinks he has a 
great hunch, bets his roll and then 
his troubles really begin. Feet First 
apparently had foot trouble also. 


* * * 


STRAIGHT talk from the maker 
to the distributor is given in the 
following paragraphs from the 
Great Scott catalog of Doerman 
Shoe Mfg. Co., South Milawukee, 
Wisconsin : 

“We see no real reason for alarm 
over so-called shortages in com- 
modities such as we manufacture. 
They may be occasioned tempo- 
rarily by advance or overbuying, 
but we intend to allocate fairly our 
product among all our customers so 
we advise keeping only a normal 


well-balanced stock. Don’t load up 
or speculate, but place normal or- 
ders regularly and over a long pull 
we will both be in a better position. 
‘Everything that goes up must 
come down.’ 

“As it is our constant endeavor 
to produce a quality product at 
moderate prices no advertising al- 
lowances, premiums, discounts or 
other ‘inducements’ are offered 
which would have to be concealed 


in higher costs to our customers.” 
. * * 


SHOE Merchandising, Shoe Fitting 
and Selling—is a free course by Dr. 
Louis G. Feman at the Central High 
School of Needle Trades at 225 
West 24th Street, New York City. 
Classes meet two evenings a week— 
Monday and Wednesday, 6.30 to 
8.30 and are taught: 


How to recognize and judge quality in 
shoes 

(materials, 
styling) 

Modern shoe construction methods 
(history, types, differences in manu- 
facture, costs) 

The Last, Foot and Shoe relationship 
(last manufacture, last standards, 
types, grades, fitting qualities, termi- 
nology) 

Modern foot measuring devices 
(use, limitations and development) 

Feet and common foot problems 
(the shoeman’s foot anatomy-limita- 
tions) 

How to fit shoes 


workmanship, costs and 





WHAT'S YOUR GUESS? 





—If you're in the publishing or edi- 
torial business, you're supposed 

to know everything—or a little 
bit about everything. 

—We've been bombarded recently 
with a lot of serious questions 
which seem to be in every shoe- 
man's mind. 

—So—after consulting learned 
economists, forecasters, radio 
commentators, columnists and 
plain garden variety of level- 
headed business men, we feel 
competent to offer you the fol- 
lowing answers: 

—"The war will be over in six months 
—or it won't be over in six months. 
—"We are going to have inflation or 
we are not going to have inflation. 
—"Leather prices will go up, or go 
down or stay where they are. 
—"Shoe prices will follow suit. 
—"Taxes will break our back or taxes 


won't break our back." 

—But . . . whatever else happens, 
it's the safest sort of bet that 
Christmas business this year will 
be the best you've enjoyed in a 
decade. 

—Let 1942's worries take care of 
themselves! 


Fb Ton 


President 





(men’s, women’s and children’s; special 
lasts and pattern) 
How to sell shoes at retail 
Corrective shoe fitting 
Specialty store problems 
Shoe department merchandising and 
management 
The chain store manager 
Current shoe style problems 
This vocational training, spon- 
sored by the Board of Education of 
the City of New York, is supple- 
mented with addresses by special- 
ists in various branches of the in- 
dustry who contribute from their 
practical experience. Students com- 
pleting the courses are entitled to 
receive a State of New York certifi- 


cate in shoe merchandising. 
* * a 


A DOLLAR off on any shoe in 
the house, with the stipulation that 


the old shoes be left in the store 
“Barrel for Britain” made a lot of 
extra sales and created considerable 
favorable comment for the Thomas 
Erwin shoe store in San Diego, Cal., 
according to Manager Boone Hayes. 
Two barrels of wearable shoes were 
collected and sent on their way as a 
result of this pre-sale stunt. 


FEET have distinct personality— 
believe it or not. 

The fairest, the most intelligent 
and the most expressive feet in the 
land belong to Zorina. This unique 
honor was voted Vera Zorina, 
famed danseuse by the Institute of 
Human Art, according to an an- 
nouncement by Seymour Thomp- 


son, noted artist and president of 
the organization at Forest Hills, 
Long Island. 

Photographs of more than 900 
pairs of pedal extremities were 
closely studied by the institute. 
composed of artists and sculptors. 
before making its first annual 
award and probably the first award 
of its kind ever given a pair of feet. 

As a result of the honor, Zorina 
will be presented with a winged 
trophy bearing the inscription: “To 
Zorina, whose expressive feet pro- 
duce an eloquence of their own, 
winner of the 1941 award for the 
fairest feet in all the land.” 

Artist Thompson in making 
known the unusual findings of his 
board declared: “Too long have 
both men and women neglected the 
prettiest feature of their body—the 
feet—and it is time recognition be 
given them.” 

Zorina’s feet measurements were 
announced as follows: shoe size— 
6B; length of foot—914 in.; width 
at ball of foot—34; circumference 
of instep—9% in. 


* * a 


F. B. DAVIS, JR., president of the 
United States Rubber Company, 
speaking at the ground-breaking 
ceremonies for their New England 
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plant to help supply the nation with 
synthetic rubber, said: 

“Synthetic rubber is especially 
important to the nation at this time 
for two reasons. First, it has prop- 
erties superior in many respects to 
those of natural rubber that make 
its use extremely valuable for nu- 
merous defense products. Second, 
in the event that this country’s sup- 
ply of crude rubber should be cut 
off, synthetic rubber could be sub- 
stituted for defense articles and 
most civilian products utilizing rub- 
ber.” 

Mr. Davis cautioned, however, 
against being misled into believing 
that there is enough synthetic rub- 
ber to. make such a substitution 
immediately. Less than 2000 tons 
were produced in the United States 
in 1939; about 5000 tons in 1940 
and probably not more than 10,000 
tons will be manufactured in 1941, 
while the consumption of crude 
rubber in the United States ranges 
from 600,000 to 800,000 tons yearly. 





WILLIAM PIDGEON of Rochester, 
New York, nationally known shoe 
retailer, says: 

“In the first place, I’m not go- 
ing to overstock. There may be 
pressure to do so as higher prices 
appear on the horizon—even temp- 
tation to do so as those higher 
prices come and opportunities ap- 
pear to urge stocking up to beat 
them. But I prefer to pay the high- 
er prices rather than be overstocked 
at the time of the inevitable drop 
in prices which will follow the com- 
ing of peace. 

“Another thing—this is the time 
to watch credits; to say NO oftener 
than usual. The danger of extended 
credits is recognized in the new 
rules on installment buying, but re- 
striction in credit is just as essential 
on the part of shoe retailers in 
their smaller unit sales. If retailers 
will not buy too far beyond their 
needs and see that their customers 
keep their bills paid, they will be 
ready for thé coming of changed 
conditions with peace.” 
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AT a recent picnic of the Nord- 
strom Shoe Co. the following lines 
were written by Eddie Schultz, 
salesman at the main store. Every- 
body from the two Nordstrom stores 
and the two leased departments 
operated by Nordstrom’s in Seattle, 
Washington, attended this great 
outdoor party, 
To the Tune of 


“Old MacDonald Had a Farm” 
The Nordstiom’s they did have three sons 
E IE 10 


These three sons they did great guns 
EIEILO 


With a son son here, and a son son there 
Here a son, there a son, everywhere a 
son son 
The Nordstrom’s they did have three sons 
EIEIO 


Now Everett is the ladies’ man 
EIEIO 

But Libby knows that he’s just grand 
EIEIO 


With a shoe shoe here, and a shoe shoe 
there 
Here a shoe, there a shoe, everywhere a 
shoe shoe 


Oh Everett is the ladies’ man 
EIEIO 


Elmer gets the shoes for men 
EIEIO 

Kitty says he’s the best of them 
EIEIO 


With a man man here, and a man man 
there 
Here a man, there a man, everywhere a 
man man 
Elmer gets the shoes for men 
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EIEIO 

The children’s shoes now Lloyd does buy 
EIEIO 

And Ilisley is his sweetie-pie 
EIEIO 


With a tot tot here, and a tot tot there 
Here a tot, there a tot, everywhere a 
tot tot 
The children’s shoes now Lloyd does buy 
EIEIO 
* . * 

THE Shoe and Leather Lexicon has 
proved useful to the United States 
Army in the fitting of shoes. We 
had a request from the officer pre- 
paring the material for the Army 
Shoe Fitting School for permission 
to reprint pages 96 to 103 of the 
Shoe and Leather Lexicon, giving 
the “Standard Technique for Fit- 

ting Shoes.” 





So we are proud of the little 108- 
page book that has a place in every 
shoe store library. It can be ob- 
tained from Boot anp SHOE Re- 
CORDER headquarters by sending 
fifty cents for each copy, in ad- 
vance. 


“How does the shoe feel, Sir—if | may push Hitler and Stalin to one side for the moment?” 
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PURELY civilian activity in this country—and it is 
growing to be a smaller segment in the economic picture 


every day as the Administration conditions the populace 
for the promised transition from “soft fat to hard mus- 
cles”—may get a break when the new Supply Priorities 
and Allocations Board completes its over-all study of 
civilian and military needs. 


* os aw 


AFTER 15 months of defense effort the missing link in 
the armament program is still an accurate, coordinated 
knowledge of the country’s needs—both military and 
civilian. SPAB Executive Director Donald M. Nelson, 
who looms up as the strong man in the defense picture, 
assuming he is given all-out authority to do the job, 
holds there must be one source for developing the official 
figures. Hitherto no single government agency has had 
all the separate parts dug up by separate bureaus for 
piecing together. 

EVEN a super-planning board like SPAB could have 
pieced the long-range defense puzzle together several 
months ago, in an attempt to make estimates of total 
requirements, but such a picture would be outmoded 
today. World developments and Administration pledges 
to make the United States the arsenal of democracy 
have combined to throw previous estimates askew. 


* on * 


RISKING the assumption that total defense requirements 
will settle down to a straight line, SPAB may discover 
at some future date that there are more raw materials 
left for purely civilian requirements after defense needs 
have been met than first guesses seemed to indicate. At 
least a healthy trend is in the wind when Administration 
planners can take time out to remember about non- 
defense activity in the midst of the drum-beating chant 
that “the less essential must go.” 


* . * 


ALREADY SPAB has cracked down on the expansion 
of productive capacity to meet civilian demand. A Ten- 
nessee manufacturer of plastics, a potential substitute 
for metals and used to some extent by the shoe manu- 
facturing industry, sought OPM approval for plant ex- 
pansion but SPAB said “no.” Its offhand answer, still 
subject to modification, was that all expansion plans are 
out of the question if they involve the use of large quan- 
tities of material critically needed for defense. Again 
emphasizing the need for a definite picture of total re- 
quirements, SPAB conceded ‘that hundreds of similar 
applications are on hand, that no single one can be 
cleared until someone estimates the drain on scarce 
materials involved. 


| 
ARMY's PORTABLE SHOE HOSPITAL 


Picture on opposite page— 
Story on page 48. 


International News Photo 
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WHEN President Roosevelt organized defense agencies 
for the third time, he made Leon Henderson czar of 
civilian supply and also a member of SPAB. 
if Congress handles the Administration’s price control 
bill as roughly as it did when it was first introduced, 
and relegates the former OPACS administrator to the 
status of a mere member of a five-man price control 
board, Mr. Henderson will still be a factor to reckon 
with in the defense set-up. In the meantime, he main- 
tains his job as head of the Office of Price Administra- 
tion, trying to hold prices in line without the fortifica- 


Hence, 


tion of Congressional authority. 


> * 


WHILE the eyes of the world are focused on the Russo- 
German conflict, the Commerce Department reports that 
boots and shoes are among the industrial activities in- 
troduced in late years in the Caucasus district of Russia. 
The Department passed this word along in the third of 


a series of over-all reports of industry in the U.S.S.R. 


HAROLD FLORSHEIM 


ECONOMIC problems, brought into sharp focus by 
the most recent developments in the war, questions of 
supply and demand, allocations, priorities and price 
ceilings, overshadowed the purely fashion aspects of the 
National Shoe Retailers Association Style Conference 
on Monday and Tuesday of this week at the Waldorf- 
Astoria Hotel, in New York. There was, to be sure, 
plenty of style discussion, from which the Men’s, 
Women’s and Children’s Shoe Style Committees of the 
association will formulate their reports on footwear 
fashions for Spring and Summer, 1942. But even the 
style talk was tinged with the portent of war and the 
dislocations of normal life and commerce that war has 
caused. Despite all that, the atmosphere of the meeting 
was hopeful and optimistic; several speakers pointed 
out that the shoe trade can count itself fortunate in 
being less affected, up to now, than most others by 
governmental interference with its normal processes. 
Interest at Monday’s opening session of the confer- 
ence, which was held, as usual, in conjunction with the 
Spring Leather Show of the Tanners’ Council, centered 
largely on the address of Harold Florsheim, adviser on 
shoes and leather for the Division of Purchases, Office 
of Production Management. Coming direct from Wash- 
ington, Mr. Florsheim was able to give the conference 
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War’s Impact 
On Industry 


Shoe Men and Tanners Find Cause for 
Satisfaction, However, in the Realiza- 
tion That Their Normal Processes 
Have Been Less Disturbed by Shock 
of World Upheaval Than Many Other 
Trades — Conditions Affecting Raw 
Materials, Leather, Shoes and Hosiery 
Analyzed by Speakers at Semi-Annual 
Conference in New York, as Style 
Committees Meet to Discuss Spring 
Program and Tanners Show New 
Lines and Colors. 


information that was authentic and official on matters 
in which they were keenly interested. At the largely 
attended Men’s Committee hearing Monday afternoon, 
Mr. Florsheim answered questions from the floor freely 
and frankly and made a very favorable impression by 
his comprehensive grasp and understanding of the 
complicated situation. At the morning meeting, at- 
tended by representatives of all branches of the shoe 
and leather industries, he said, in part: 

“Our immediate job in Washington is to see to it 
that all branches of the service, including Army, Navy, 
Marine Corps, Air Corps, etc., are amply provided with 
finished goods and raw materials which they may re- 
quire under the present procurement program. 

“In carrying out this work we have had extremely 
fine cooperation from all branches of the industry, but 
as the demands become more serious and the program 
expands, feel assured that each one of us will be forced 
to make certain sacrifices and do things that do not at 
the moment seem to be for our best interest- when viewed 
from the standpoint of a business-as-usual policy. 

“There is not a man in this room, I am quite sure, 
who is not desirous of helping to make the National 
Defense Program successful and in contributing to that 
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Overshadows Style Discussion 


end will, in the long run, be for our own industry's 
best interest. 

“While I have said that our job is to supply the vari- 
ous branches of the Government with their require- 
ments, it is our sincere desire to do so without unduly 
disturbing regular business. We have not, up to this 
time, involved the boot and shoe industry with controls, 
and priorities, and frankly, are very reluctant to do so, 
but in order to avoid complications of this type it is 
essential and necessary that full cooperation be given 
the Government on a voluntary basis, and you may be 
assured that the demands for this cooperation will only 
be made when the occasion makes it absolutely necessary. 

“More specifically, it is our wish and aim to allow 
business to continue as nearly on a normal basis as 
possible, but neither you know, can we be unmindful 
of the Government’s objectives and these necessarily 
will require many sacrifices by all. 

“It may be that the retailers will receive late deliv- 
eries; the manufacturers may have the same experience 
on supplies; other complications will undoubtedly arise, 
but under such circumstances there is no need for 
recriminations, it is a question of trying to do the very 
best that can be done, first considering the National 
Defense Program, and secondly, the regular business of 
the industry. There are going to be many tight spots 
coming up and situations developing that seem unsur- 
mountable, but we are certain that through our mutual 
cooperation they may be overcome with as little dis- 
location of the industry as possible. 

“The above statements are mere generalities, but they 
imply the attitude and policy that Washington is en- 
deavoring to follow out with respect to the boot and 
shoe industry, and we feel assured that we will have 
your wholehearted assistance and cooperation in all 
our endeavors.” 


EARL CONSTANTINE, president of the National Asso- 
ciation of Hosiery Manufacturers, was a most interesting 
speaker at the opening meeting Monday morning. He 
covered seven points in his talk—the amount of silk 
hosiery production during the first half of 1941 and a 
comparison with production of hosiery made from 
other materials; the extent of the silk and part-silk 
hosiery supply; nylon’s part in the hosiery picture; the 
proposed combinations of silk and nylon with other 
materials; substitutes for silk; types of constructions 
which may emerge; the fad of tinted legs. 
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In discussing his first point, that of the amount of 
silk hosiery production, Mr. Constantine stated that 
total shipments in the first half of 1941 amounted to 
21,250,000 dozen pairs, of which 18,000,000 dozen 
pairs, or 83 per cent, were of silk. These figures refer 
only to full fashioned hosiery. In seamless hosiery, 
6,500,000 dozen pairs was the total shipment figure; of 
this, 2,400,000 dozen pairs, or 37 per cent, was silk. 
Nylon shipments came to 3,500,000 dozen pairs. 

Considering the normal rate of consumption, and 
keeping in mind the fact that the three-month period, 
October through December, is the heaviest period in 
the year for hosiery sales, Mr. Constantine hazarded 
the opinion that four months would exhaust the current 
supplies of silk hosiery. 


SPEAKING on the question of the part of nylon in the 
hosiery picture, Mr. Constantine gave the following 
figures: in the second half of 1940, which was the first 
full half-year period which could be used as a gage, 
2,163,000 dozen pairs of nylon hosiery were shipped. 
This figure climbed to 3,453,000 dozen pairs in the 
first half of 1941. Explaining why the increase appears 
so small, Mr. Constantine mentioned the fact that this 
increase is naturally governed by the amount of yarn 
produced. A new plant for the production of nylon 
yarn is going into production, but not, he thought, 
much before the Summer of 1942. He expected the ship- 
ments of nylon hosiery in the second half of 1941 not 
to be higher than those for the first half of the year, 
because we have reached the highest allocation of this 
yarn. Hosiery manufacturers, he explained, are now 
getting 87 per cent of the nylon “soup” (yarn), but as 
production is increased, more of it will be allocated for 
other uses. 

The industry, Mr. Constantine said, is dependent on 
the amount of raw silk stocks on hand and the amount 
in the spinning process, which is not much. It expects 
to combine silk with other materials—using silk for 
the leg of the stocking and the other materials for the 
welt and the foot. This is true of the combinations of 
nylon with other materials also. 

The three materials which are available for substi- 
tutes for silk are nylon, of which there is a limited 
quantity; rayon, some of which is being used now; and 
cotton, in which there is a difficulty of “counts”—that 
is, producing high-count, fine hosiery. 
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Preview of Spring Trends in Shoes 


and Apparel Presented by Well- 

Known Fashion Authorities, With Con- 

crete Suggestions for Effective Co- 
ordination 


F ollowing discussion of economic trends and 
the effects of war-time conditions and national 
defense on “our industry” and the hosiery in- 
dustry, the two final speakers talked on fashion 
coordination and Spring trends. Speaking first, 
under the heading “Fashions on a Firm Foot- 
ing”, Janet Taylor dealt with the problem of 
proper coordination. “I don’t know how much 
the term fashion coordination means to you,” 
she said, in her opening remarks. “First, it 
means the practical application of advance 
fashion information which is research. 
Secondly, it means relating one piece of mer- 
chandise to another . . . The idea is to dress 
a customer completely, to sell her every part 
of her wardrobe, not make it necessary for her 
to shop around. Even more important . . . to 
show her how much better new accessories will 
look with her new costume so that she won't 
fill in with shoes and other things she already 
owns.” 


ss 


The Irene Castle influence is strong in this 
sheath-like slit satin skirt with long black 
tulle peplum giving grace and softness. 
Shown here with bracelet strap satin san- 
dals on platform sole. Black satin shoes 
would have been even smarter or Irene 
Castle high-heeled ballet slippers with wide 
satin ribbons crisscrossed over the ankle. 
Note very bare shoulders and very long 
black gloves. Dress from Hattie Carnegie. 


FASHION’S FUTURE 


As Forecast at N. 8. fi. A. Style Conference 


CONCLUDING speaker on the morning's program, 
Carmel Snow discussed “Trends in Shoe Fashions Look- 
ing Toward Spring.” At the end of her talk a small 
group of costumes were shown on models to illustrate 
her main points. “I am so flattered to have you ask me 
for my ideas on trends in shoes. . . . I believe there is 
going to be a tremendous emphasis on shoes in the 
months ahead, and that we will have many really cre- 
ative changes. . . . First of all . . . we, the thriftless 
Americans, are actually becoming thrifty once more. 
Women have acquired a new feeling for good goods. 
. . » Quality is in the air. And unquestionably what 
women are doing has affected their clothes. Today they 
are flying down to Washington on defense work, hustling 
around town, dashing to committees. This means they 


are often better dressed if they wear town tweeds, wool 
dress. . . . Casualness is in the air. 

“Now to get down to cases... . I can’t say enough 
for the utterly simple shoe . . . the shoe with a hand- 
made, bench-made look. And I can’t say enough for 
the marvelous new calfskins, often as highly polished 
as an officer's boot, sometimes antiqued to look as 
mellow as old book leather. . . . I believe in lower 
heels . . . lower, lower, lower. I believe in comfort . . . 
elasticizing has made it possible as never before. 

“For the street, there'll be pumps. Pumps and step- 
ins in every mood and tense. They'll (pumps) be sim- 
ple, beautifully fitted, trimmed with bows . . . or 
newer still, with buckles. 





“There'll be an emphasis on shoes with a town neat- 
ness, but something of a country look. Our lives today 
are so much divided between town and country, that a 
great many of our day clothes this year have that 
look. . . . These clothes call for a shoe that once would 
have been considered entirely a country shoe . . . but 
its tailoring, its lighter build, its heel, make it right 
for town. 


“THERE'S one daytime shoe I want to talke about par- 
ticularly. I’ve seen it only in . . . custom-made shoes. 
. . » This shoe is softer even than the moccasin. It 
covers the foot in one smooth sweep, encasing it in a 
soft little glove of leather . . . perhaps buckled with a 
tiny buckle at one side, or tied in back with a leather 
thong. . . . 

“Now as to color. Brown will be tremendous this 
Spring. I do not mean merely dark brown . . . but a 
whole range of browns, from light chocolate, to golden 
brown, to honey beige. And there is another . . . a 
color that used to be as familiar on the streets as hansom 
cabs . . . russet tan . . . this Spring women (will) wear 
tan shoes with their brown suits, with their blue suits 

. with almost every color suit. There’s a lighter tan, 
too, a warm creamy, neutral beige. 

“For the country I like Cordovan red . . . and it will 
be splendid for tweeds in town. There will be a great 
deal of bright navy blue. And there will be black. . . . 


in Good example of the monotone cos- 
Everything gray in this en- 
semble, even the stockings. A deeper 
gray tone, verging on the taupe, is 
used in velvet hat and dress trim- 


} and 
rosy fuchsia skirt, the under- 
chin turban blending the two 
colors. The shoes are highly 
polished brown calfskin. Cos- 

tume from Hattie Carnegie. 


tume. 


ming and 


vamp of suéde stepin. 
Dress from Charles Lang. 


“Now I've talked about the day shoes and their gen- 
eral trends. But when I come to the afternoon and 
evening shoes there is a tremendous contrast. . . . The 
heel is higher, the fabric is different, the silhouette of 
the foot is different . dining out, going to the 
theater . . . (a woman will) wear . . . a dinner dress 
with a short skirt, and it’s black or dark brown... . 
She'll . . . slip her feet into pretty, high-heeled shoes in 
suéde or satin . . . and, of course, in the Spring, there'll 
be patent leather and kidskin, especially the new smooth 
elasticized kidskin. And often combinations of these 
leathers with faille or gabardine. Incidentally, I think 
the slipper with a bracelet strap around the ankle is 
perfect with this twilight-to-midnight fashion. . . . 

“In all the new collections, we're seeing an evening 
it comes just to mid-calf. . . 


dress in a new length . . . 
there’s another, younger variation of this mid-calf eve- 


. . I think the perfect name for it is the 
(it’s) exactly like the classic ballet 


ning dress . 
dancing dirndl . . . 
skirt, and with it the ballet slipper comes into its own. . . . 


“FOR full evening, there’s another type of ballet slip- 
per, high-heeled with wide satin ribbons to crisscross 
over the ankle . . . a slipper with an Irene Castle, maxixe, 
tango look, perfect with the new slit-up evening skirts. 
Or satin clogs, also with wide ankle-wrappings . . . and, 
incidentally, I think platform soles are growing stronger 
. especially for evening. There is a new satin evening 
[TURN TO PAGE 43, PLEASE] 


New short skirt dinner dress in 
Syren black with all-over glit- 
ter. Black faille pumps are 
worn with it. One of the new 
strap dinner shoes is recom- 
mended as an even smarter 
note. Hat, bag, gloves and 
hose are all black, too. Dress 
from Pattullo Modes. Hat from 
John-F rederics. 





Shoe Industry 


Urged to Promote Quality ... 


Merrill A. Watson, Executive Vice-President of Tanners 


Council, Sees Opportunity in Present Situation to Awaken 
Dormant Demand for Better Shoes and Make Quality 
More Important Than Price as a Merchandising Symbol. 


SPEAKING at the opening session of the Spring style 
conference of the National Shoe Retailers’ Association, 
held Monday and Tuesday of this week at the Waldorf- 
Astoria Hotel, in New York, in conjunction with the 
Opening of American Leathers for Spring by the Tan- 
ners Council, Merrill A. Watson, executive vice-president 
of the latter organization, gave an illuminating analysis 
of the supply and demand situation and advised the shoe 
industry to make the most of the opportunity arising 
from increased consumer purchasing power to promote 
a better appreciation of quality in shoes. Mr. Watson 
said, in part: 

“The atmosphere, the psychology and thinking at this 
semi-annual conference are probably as far removed 
from any of our previous gatherings as they possibly 
could be. For the first time in a generation we are not 
collectively dominated by the obsession of volume. There 
may even be manufacturers and retailers who have had 
their fill of volume in the past few months and who must 
look back to the good old days when merchandise actu- 
ally had to be sold instead of being snatched away by 
avid buyers. I believe that the shoe and leather indus- 
tries are confronted today by more important and funda- 
mental considerations than the phobia of volume. 

“The nation is now engaged in a great defense effort; 
we are all part of that effort and contributing to it in 
some measure. In one way or another, business as 
usual will be modified as the gigantic scope of arma- 
ment makes itself felt. Whatever the consequences may 
be for our industry, they are likely to have a brighter 
side insofar as the basic needs of our industry are 
stripped .of cumulative misconceptions. There may be 
an opportunity to retrieve some of the errors made in 
the past decade, and to set new directions for produc- 
tion and merchandising. 

“Last Fall it seemed necessary to emphasize here that 
the newly launched defense program would have pro- 
found consequences upon the demand for leather and 
for shoes. Very little weight was then given by most 
of the trade to the probable expansion of consumer in- 
come and to the swelling tide of retail sales. By the 
Spring of this year our predictions as to the effects of 
national developments upon shoes and leather were 
amply confirmed, and the paramount consideration no 


longer was volume, but the danger of excessive volume. 
It was necessary at the end of March to sound a warning 
note on the progressive tendency toward inventory build- 
ing which was stimulating these industries just as much, 
and perhaps more, than the actual increase in retail 
demand. 

“From the closing months of 1940 a buying move- 
ment has been in progress, a movement which dwarfs 
any comparable development in the shoe and leather 
business for more than twenty years. I don’t propose 
to moralize or to recall to you the uniformly unfortunate 
experiences of the shoe and leather trades at the con- 
clusion of inventory building periods. The events of 
1920 and 1921 may be far removed, but 1937 is still 
recent enough to be fresh in our memory. We all suffer 
from a human failing, when trade is stimulated by 
unusual factors, a tendency to say “Yes, but it’s different 
this time.” Nevertheless, if any conclusion can be drawn 
from the career of the shoe and leather industries over 
more than a generation, it is simply this: The law of 
action and reaction rarely slips up, and excesses must 


be atoned. 


“DURING the first seven months of 1941 shoe output 
reached 286 million pairs, equal to an annual rate of 
490 million ‘pairs. Output has been approximately 25 
per cent greater than in 1940, the largest year-to-year 
change in shoe factory activity which has ever been 
experienced as far as our records show. It is quite true 
that retail business has exceeded expectations, that 
mounting employment and rising payrolls have been 
reflected in the demand for footwear, as well as all other 
consumers’ goods. But the sales data indicate that total 
retail volume for the first seven months of this year 
was only 15 per cent greater than in 1940. The increase 
in production, therefore, has substantially exceeded the 
actual absorption of shoes by consumers. No one can 
appraise the significance of this comparison at present 
or for the immediate future. It is however, a fairly 
familiar landmark and one that must be kept in sight 
at all times. Failure to see the danger signal early in 
1937 brought maladjustment and the sharp recession 
later that year. Holding more inventory may seem de- 
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sirable at present, but the time invariably comes when 
stocks are a profound burden. 

The tremendous increase in shoe production, stimu- 
lated in part by growing civilian needs and in part by 
inventory accumulation, has resulted in an extraordi- 
nary demand for leather. Coupled with these commer- 
cial requirements, the direct needs of the defense pro- 
gram for leather have created an almost unprecedented 
demand for and consumption of almost all types of 
leather. . . . 

“The scope of the demand for leather arising from 





Educate Consumers to Appreciate 
Better Quality in Shoes 


Under present conditions the problems which are aor- 
mally the chief concern of this industry have diminished 
in importance. The air has been cleared by graver and 
more fundamental issues and in many ways this represents 
an opportunity to rehabilitate the status of shoes in the 
scale of consumer values. For more than a decade the 
production and sale of shoes has been dominated by the 
psychology of price and volume. It seems more than pos- 
sible today that the role of quality can be tremendously 
enlarged and that increased consumer income can be trans- 
lated into better shoes. There is no question involved here 
of value because the relative value of shoes remains ab- 
normally great in comparison with other consumer goods 
or in terms of the cost of living. In fact, the achieve- 
ment of the shoe and leather industries in raising the shoe 
standard of living in America ranks with the outstanding 
industrial achievements of our time. But we have ignored 
and lost sight of the potentialities in better shoes as well 
as more shoes. Today those potentialities have been re- 
vitalized. 1t is within the power of this industry to awaken 
the dormant demand for better shoes and to build quality 
as a merchandising symbo/ even more important than price. 





sharply expanded commercial requirements and military 
needs can be made plain by a few graphic comparisons. 
For example, in the first 7 months of this year consump- 
tion of cattlehide leather was equivalent to an annual 
total of 28 million hides. In 1939, when shoe produc- 
tion had set a high water mark, the total consumption 
of cattlehides was only 224 million. The rate at which 
cattlehide leather has been consumed in 1941 is the 
highest in more than 20 years. Part of this must be 
attributed to the production of government footwear 
which has averaged more than 1 million pairs per 
month this year. But even deducting the 14% or 2 
million hides which can be-explicitly accounted for by 
defense requirements, consumption and demand predi- 
cated upon commercial use attained a record level. 
This demand has not been limited to cattlehide leather ; 
tanners of almost every other type have found their 
customers’ real or fancied needs almost insatiable. 
“Two facts are particularly noteworthy in grasping 
the implications of this over-all picture as it has devel- 
oped in the shoe and leather industries. In the first 
place, these industries have not been engulfed by the 
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tidal wave of demand for leather and for shoes. In the 
aggregate, tanners have met the demand for leather, 
have expanded production and increased supplies and 
succeeded in avoiding the market dislocations which 
are produced by sharply unbalanced supply and demand. 

“Second, however satisfactory that accomplishment 
may be in retrospect, there is no blanket guarantee for 
the future. Production of shoes and of leather are sub- 
ject increasingly to conditions over which these indus- 
Priorities, labor and the 
supply of raw material may provide limitations or re- 


tries can have no control. 


MERRILL A. WATSON 


strictions. Of these factors, the most important for the 
present seems to be the availability of raw material, the 
supply of hides and skins. Domestic supplies cannot 
be expanded and increased demand can only be met, 
therefore, by greater imports of raw material. 

“Under present-day conditions the possibility of se- 
curing adequate raw material supplies from abroad 
centers largely upon the problem of shipping. Hides 
and skins are available for the United States in the 
various world markets, available to a greater extent 
probably, with one or two exceptions, than in normal 
periods. Totaling up the resources of the countries 
and continents accessible to us, it is possible to estimate 
a potential supply for the United States of 10 or 12 
million cattlehides, of three or four million calf and 
kip skins, 30 or 35 million sheepskins, and perhaps 50 
million goatskins. These figures are not astronomical; 
consumption at the rate witnessed thus far in 194] 
would require imports of that order. In fact, the actual 
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NOK NEWS 


KEENER-than-usual appreciation of the attention 
value of “news in the headlines” is evidenced in 
recent Fall ads. Almost without exception, and 
from almost every section, ads get their stories 
across quickly and interestingly—catching the eye 
and holding the interest of busy readers. For 
example, five alligator ads (all, it so happens, 
from the South) have a story in their headlines— 

Allegiance to Alligator—Neiman-Marcus, 
Dallas. 

Newly smart Brown in soft Baby Alliga- 
tor—Volk, Dallas. 

Fashion right for your tailored clothes— 
Alligator—Gerber’s, Memphis. 

Encore for Alligator—J. P. Allen and 
Co., Atlanta. 

Genuine Baby Alligator . . . of the finest 
quality . . . in New Orleans’ greatest 
array of styles—Kreeger’s. 

After describing the “greatest assortment of 
fine baby alligator shoes for hundreds of miles 
around,” Kreeger’s conclude, “Unfortunately, we 
can’t promise to keep this assortment complete, 
Pie te because this fine quality simply isn’t available any 
* Nn more.” Allen copy reads, “Vogue says, ‘Alligator 
Ped ag is the height of luxury!’ In reality . . . it is a 

practical luxury—for it retains its beauty and 
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smart distinction through many season's wear.” Gerber’s 
describe their alligators, “In sport rust—a glowing 
brown—the most important alligator color of the sea- 
son.” Excerpts from Volk’s ad, “There is a fascination 
in the polish of alligator . . . fascination in the subtle 
shadings of brown, the season’s comet among accessory 
colors. . . . Versatile, too, is alligator, . . . accompanying 
with the same aplomb your sturdy tweeds or urban 
suits.” Neiman-Marcus says, “. . . they prize the new 
brown shade, Sport Rust, for its rich, high polish.” 
Coordination is the theme of many ads. Slattery’s 
(Boston) use a group of five dressy shoes in a com- 
panion ad to “grand entrance suits”—dressy styles. 
Rich’s (Atlanta) present “significant new fashion alli- 
ance: Tones of brown to put with Victory Blue,” which 
they call “the biggest color news of Fall.” Hats and 
shoes are in boot tan and tobacco brown, the shoes 
being three V-pumps. In another ad, they say, “Let 
your first Fall hat be BLACK. . . . Let your first Fall 
shoes be BLACK,” and add, “We've never seen such 
a season for colored clothes . . . all the more reason 
then that your first Fall accessories should be BLACK 


. the better to dramatize and set off the colors you've 
already chosen.” Lots of selling in such ads. Speaking 
of black, O. Falk’s (Tampa) headlines “Black Magic” 
while Wetherby-Kayser, across the country in Los An- 
geles, presents “Black Beauties for Autumn’s gaiety and 
going,” using with the headline a sketch of a pony’s 
head in black silhouette. 

Two other colors featured in recent ads are antique 
tan and tan bark. Hahn (Washington) says, “It’s time 
for antique tan. . . . Now that it’s time for dark clothes 
again, you'll welcome these richly lustrous styles in 
smooth calf and alligator-embossed calf that so smartly 
sct off your new town-and-country ensembles.” Adams 
calls tan bark “a distinctive new russet shade . . . a per- 
fect choice with tweeds, elm leaf green, beaver brown, 
aviation blue, beige and black woolens.” 

Muse’s (Atlanta), previewing Fall shoes, presents 
“new styles you'll hear about—see about . . . wear about 
and talk about.” Included are several style highlights. 
“Black suede plays the leading role, supported by a cast 
of polished calfskin leathers and alligator trims. Low 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


The Margin for Tolerance 


THE National Styles Conference, the Spring Opening 
of American Leathers, the Allied Show and Exhibits, 
jointly held early this week in New York City, gave us 
a sense of pride that we would like to share with all the 
participants—exhibitors, speakers, manufacturers, tan- 
ners, wholesalers, retailers and men and women in the 
services of shoes. That elusive thing, the spirit of a 
meeting, when it is the unwritten expression of mood of 
many men from all parts of the country and all avenues 
of the trade, is something that can be interpreted as 
being an indication of the trend of the industry’s think- 
ing—a tolerance for the other fellow’s troubles. 


In very few words—the shoe industry has its 
feet on the ground; isn’t expecting too many out- 
side interferences with its normal civilian trade 
and is geared up to do a better job in public ser- 
vice because of the very seriousness of the times 
in which we are living. 

The shoe industry is attuned to a safe, sane and 
orderly business for the balance of the year and 
sees nothing seriously disturbing to its way of life 
well into Springtime. You might say: “How can 
that be—with the holocaust of war and all of the 
shadows of unreality?” Our only answer is that 
the common senses of the industry are coming to 
the surface. 

We know that shoes are necessities of life and 
that authorities in Washington are conscious of 
the fact that American ingenuiy will make shoes 
with the materials and ingredients available and 
that no man, woman or child needs to go without 
footwear in any of the prices and grades. 

Extreme caution was also evident at the conferences 
in the fact that pricing, all the way along the line, from 
materials to the ultimate customer—the public—was 
definitely anti-inflation. The shoe industry is not going 
to get its neck out for a twenty-five-cent piece. It is 
actually amazing—the restraint in pricing that exists 
in the footwear industry. Not so in foodstuffs and gro- 
ceries nor in some of the other industries that are “on 
the make.” 

Remember, this shoe industry has weathered a de- 
pression with a great deal of fortitude and even though 
it didn’t make much of a book profit, it made a living 
for half a million men or more for ten tough years. A 
good reputation is not to be lost because of a “two-bit” 
extra “up.” 

Well, all of these shoe and leather feet are on-the- 
ground to the extent of wanting to give the public the 
most for the money—with a very extra caution not to 
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be caught with inflated price inventories. If something 
sudden should happen, its inventories may be UP in 
numbers of pairs—but not greatly UP in costs and 
retail selling price. There must be something in the 
conservative regularity of shoemaking and shoe sell- 
ing—something worth preserving. 

Many a man has wondered why the United States 
Army and Navy should be needing a million pairs per 
month from factory shoe production. Certainly our 
armed forces at the moment are not much more than a 
million and a quarter men. Well, the answer is that 
the man in the army needs an initial wardrobe of three 
pairs of shoes—one pair on his feet, another pair for 
a change in case the first pair gets wet, and the third 
pair in the repair shop because soles wear out at a 
terrific rate. The fourth pair is in the Supply Depot; 
the fifth pair is on the way from the factory to the 
central depot because, remember, they have to have 
sizes and widths and a full range for fitting. Another 
pair can be in factory production and even back of 
that can be a pair-on-order for which the supplies are 
being assembled. Believe it or not, but that’s the pipe- 
line that must be constantly functioning to keep the 
soldier at his business. The miracle of miracles is that 
we have done all that in one year’s time and haven't 
disturbed the civilian flow much, if any. It’s going to 
take from now until February before the new Army 
dress oxford is ready for soldier feet—time marches on. 


IT takes time, materials and money to operate this 
progressive pipeline. The government can if it wants 
to make sharp specifications, knowing that it will have 
a preference and a priority on the use of all materials, 
but even it is tolerant. It is beginning to find that steel 
shanks, cork filler, rubber for soles and heels and any 
number of other ingredients are beginning to squeeze 
the pipeline. So, even this powerful government has 
found it wise to be tolerant of the service and system 
of supply. 

How much more so have you, too, got to have a 
margin for tolerance on the goods that you are going 
to get. If deliveries are late—a tolerance in time. If 
ingredients are changed—a tolerance in specification. If 
changes are made—a tolerance because of unavoidable 
necessity . . . a sense of tolerance spread all the way 
from raw stock to the fitting stool—with the public 
accepting the final product a little more readily and a 
little more tolerantly. 
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IMMEDIATE DELIVERY 


Stock No. F6487A . Tan Calf, Antiqued 
Stock No. F6385 Black Suede 
Stock No. F6685 Brown Suede 
Stock No. F6486, Brown Alligator Grain 


IN STOCK FOR 


Stock No. F6285 . Black Crushed Kid 
Stock No. F6485. Brown Crushed Kid 
Stock No. F6885 . White Crushed Kid 
Stock No. F6985 . . Blue Crushed Kid 


ONLY ONCE OR TWICE IN A DECADE do you find a shoe like 
“Towner”—a natural for volume. Here’s a number we've 
never known to take a mark-down ... the shoe to show 


on busy days because it sells itself . . . quick! 


“TOWNER” HAS “EYE-APPEAL”—the saucy box toe, pyramid heel 
and crisp casual lines, suit the tailored clothes American 
women wear nine-tenths of the time. It has “feel-appeal”. . . 
the unlined, super-flexible forepart and exclusive Styl-EEZ 


5° 
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“flare-fit” innersole give it glove-like softness. It has “fhit- 


appeal”. . . an easy-fitting last that hugs the heel and sides. 


“TOWNER” IS THE SALES LEADER of our entire “Swaggers” line-up 
— fifteen thousand pairs in stock ready for shipment and 
ten thousand more always in manufacture. This sensational 
demand warrants a $100,000 wholesale investment and 
enables us to sell “Towner” at only $3.90 wholesale. Stock 


up on “Towner” and start adding profits! 


THE SELBY SHOE COMPANY - PORTSMOUTH, OHIO 
Fifth Ave. at 38th St., New York City 


IN CANADA, MURRAY-SELBY, LTD., LONDON. ONT iN ENGLAND, SELBY SHOES 
LTO.. LONDON .. 1N AUSTRALIA, SELBY SHOES (aUST.) LTO SYONEY 


ALSO MEN'S STYL-EEZ SHOES. WALL-STREETER SHOE CO NORTH ADAMS. MASS 








Beautiful 


Store. Strong 
Ad Program Attract Trade 


Lejt—A pleasant, spacious effect is produced 

by means of a rounded wall and a large 

double mirror. Notice the casual groups of 
shoes on display. 


Below — Exterior of Judd’s, Bakers- 

field, Calif. The attractive window 

at the right, with broad expanse of 

plate glass, is unusual in dimensions 

and provides a distinctive atmos- 
phere to the store. 


Judd's, Bakersfield, Calif., Has Found That the Public Will Seek 
Them Out When Good Shoes Are Offered in a Pleasant Buying 
Atmosphere — Even When the Store Is Off the Beaten Track. 


T HAT an attractive store, with a modern front, plus an 
intensive, well balanced advertising program will bring 
trade to a secondary location where good shoes are sold 
has been proved at Judd’s, Bakersfield, Calif. 

A good job in newspapers, radio, direct mail and even 
personalized telephone calls has been responsible for 
bringing a satisfactory number of people to this smart 
shop, several blocks off the beaten path. 

The shoe department embraces a price range from 
$6.95 to $13.75 and includes well known brands. This 
price range was established because the owner felt 
the need of a shoe department operating in the better 
brackets in this community. “The belief that there was 
enough good trade in Kern County to support such a 
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department has been fully warranted by actual sales 
since the section was opened,” finds Miss Jesse Me- 
Mahon, the owner, whose name has long been associated 
with fine apparel in Bakersfield. 

Dale Hutto, manager of the shoe department, has in 
the past 17 years been associated with some of the lead- 
ing stores in the Los Angeles area. He stated, “Our 
original hope for success was founded on our determi- 
nation to furnish everybody with the shoes they needed 
in our established lines, thus making it a little more of 
a personalized job. Of course nationally advertised 
lines are not marked up as sharply as unbranded lines, 
but again we found that patron confidence and volume 
overcame this factor. [TURN TO PACE 45, PLEASE] 
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New FREE Book shows how 40 


merchan 


MADE BIGGER PROFITS! 


@ We selected forty Pittco Store 
Fronts from among the thousands 
built recently — representing practi- 
cally all kinds of businesses in all 
parts of the country. Only lack of 
space kept us from including many 
more, 

Photographs of these Pittco Fronts 
are reproduced in this book. 

With each picture is a report from 
the merchant concerned, telling how 


ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


the new Pittco Front attracted more 
customers and boosted profits. 

Business increases of from 15% to 
36% are cited. 

Get this book and see the Pittco 
Fronts that made such increases pos- 
sible. 

Find out how a good-looking new 
Pittco Front can put your store out 
ahead of competition and pay for it- 
self in a short period of time. 








ae. Cut cddoned 
WROTE THIS BOOK FOR YOU 


Get it. Read what they say about their 
new Pittco Fronts. Here are a few 
examples: 


“has increased traffic at least five 
times” 

“best money I ever spent in mod 
ernizing”™ 

“enjoyed an increase in business 
of more than 33 1/3%" 

“a front like this wins friends for 
any store” 

“innumerable compliments on the 
design and appearance of the front” 


“easily kept clean, retaining its 
new shiny appearance at all times” 


“this modernization has put new 
life in our organization™ 


“tremendous asset in attracting 
people to our store” 


“one of the most beautiful jewelry 
store fronts in America” 


Pittsburgh Plate Glass Company 
2343-1 Grant Bidg., Pittsburgh, Pa. 


"pirrsBuR6H’ stench for Duality Glass and Paint 
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Name. 


Please send me, without obligation, your new, 
illustrated booklet, “Pittco Store Fronts and 
rheir Influence on Ketail Sales.” 


State 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 


Men’s Shoes Are in the Style 
Picture, Too! 


On the back wall of their men’s 
shoe window on 46th Street, just off 
Fifth Avenue in New York City, the 
A. S. Beck Shoe Store has placed 
pictures of the leading styles in men’s 
wear for Fall. These pictures, six 
feet wide and in many colors, explain 
what to wear on many occasions. Di- 
rectly below each sketch, is the ap- 
propriate men’s shoe to wear with 
each costume. The shoes are placed 
in a row on a parallel bar rack 
which is fastened to the wall below 
the pictures. The caption reads: 

“A. S. Beck interprets correct shoes 
inspired by Esquire’s dress chart.” 

SIGNIFICANCE—Men, more and 
more each year, are buying shoes to 
wear with particular suits, coats, etc. 
Up until a few years ago, a man just 
bought a pair of black or brown 
shoes. But each year, more and more 
men are buying styles in shoes to 
match styles in clothes. And sales- 
men have to learn to sell shoes in 
patterns to match. 

* * * 


They May Believe Your 
Customers Anyway 


We recently passed a shoe store in 
downtown New York that had the 
whole side display window literally 
plastered with testimonial letters from 
satisfied customers. We stopped in to 
ask the proprietor for further details. 

He explained that he was selling 
better grade orthopedic shoes in a low 
priced shoe district. He had no 
trouble selling customers once they 
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walked into his store and they usualls 
came back again and again. However, 
he did have quite a problem bulding 
up new clients beyond the word of 


mouth advertising of satisfied cus- 





FILENE’S 


“WELLINGTON” 


By Sportster Londonaire 


6.95 


A snappy little boot for cam- 
pus or country walks . . short 
as a Texas ranger’s . . comfy 
as a bedroom slipper! Polish 
it to a mirror-brightness, be 
first with this coming new 
fashion! In red, white or 


brown Velencia kid. $6.95 
SHOE SHOP—tTifth fiocor 











The first of the war boots for 
women appear in Boston. 


tomers. But he did have on hand a 
nice file of letters from customers who 
were completely pleased with his 
shoes. On the advice of a friend, 
he decided to use these letters as ad- 
vertising and has found that the great 
selling power of word of mouth can be 
earried one step further—with results. 


* * * 
One That Worked! 


Remember the story we told you in 
these OPI pages back in the August 
2nd issue about the Monongahela, 
Pa., grocer who threatened to post 
on a twenty-foot wide billboard near 
his,store the names of those who owed 
him money for over a year. Would 
you like to hear what happened? 


The grocer has just announced 
that the names will not be posted at 
the end of the thirty days because: 

So far he has collected $700. 

Of the 125 persons he notified. by 
registered mail to “pay up” in thirty 


days or have their names posted on ~ 


the billboard, 104 have paid up or 
have come in to “talk things over.” 
+ * * 
Eye Opener 

Here’s an idea from a Fifth Avenue 
shop that we believe merits your at- 
tention: 

Heavy cloth material has been hung 
over the four display windows. Four 
one foot square holes have been cut 
in each window covering. Behind each 
opening, a pair of the latest style 
shoes for Fall has been placed—rest- 
ing on a bright red display board 
tilted at an angle of forty-five degrees 
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BEST IDEA 
.OF ee eee 


O. P. Ideator—I read by your ads that you fit 
babies with shoes in the home by appointment. That’s 
a new one on me.” 


Mr. Herman Knopj—“Yes, it’s one of our most 
valuable services and one incidentally that I enjoy 
performing myself.” 


O. P. Ideator—*“Just how does this service operate?” 


Mr. Knopf/—‘“Well, as you notice in our ads in the 
classified section of the telephone directory, we urge 
mothers to telephone us for an appointment. Although 
most mothers bring their babies into the store for a 
fitting, we find that there are many who are unable 
to do so.” 


O. P. Ideator—“I can well understand that last 
point and yet these mothers fear to take chances in 
fitting their babies by hit-or-miss mail and telephone 
orders.” 


Mr. Knop{/—“That’s true. Yet our service isn’t 
a great deal of trouble because it doesn’t involve 
transporting a very large number of styles and sizes 
for babies and little children. More important, every 
call means a sale. Not only that, but the service 
makes a great hit with mothers. It is amazing how 
pleased they are with a home call and strangely 
enough most of them don’t consider it a favor to them- 
selves, but regard it as one for the baby. And if 
you can do something for her baby, you've gone a 
long way towards winning a mother’s heart. Often 
you are providing the shoes just as baby is beginning 
to walk or to be shown off to relatives at some special 
occasion.” 


O. P. Ideator—“Do you have any age limit for this 
service?” 





BY SPECIAL APPOINTMENT ONLY 
(Knopf's Shoe Store, Appleton, Wisconsin) 





Mr. Knop{/—“We intend it chiefly for pre-school 
children on the basis that when a child is old enough 
to go to school he is old enough to be brought to the 
store for a fitting. Parents usually prefer to bring 
children over three to the store to take advantage of 
the more adequate fitting services. But, we do offer 
to come to the home for children who may be ill or 
confined to the home over a period of time. We would 
rather do this and be sure of a perfect fit, than take a 
chance with sending a shoe that just might be the right 
size.” 

O. P. Ideator—“Doesn’t this service take a lot of 
valuable time?” 


Mr. Knop{f—“Yes, it does. Home calls usually take 
at least an hour and often longer, especially when we 
go to neighboring towns. However, we make these 
home calls only in the mornings and never on Satur- 
day, so that we are never out of the store during busy 
hours.” 


O. P. Ideator—“Has this service paid off in divi- 
dends?” 


Mr. Knop{/—“We certainly think so. In practically 
every one of these home calls, it has resulted in our 
continuing to fit that child with shoes for many years 
to come. If they are other children in that home, 
they usually become our customers, too. And since 
this is a family shoe store, it usually means that mother 
and father also become our customers. This is espe- 
cially true of the mother, for by this careful fitting 
and extra service to her child, she is impressed and 
wants to receive the same care and attention for her- 
self.” 


O. P. Ideator—“Many thanks for this example of 
how to win the whole family’s trade through a service 
to the youngest member.” 





from the vertical. PREVIEW is writ- 


“Above All” 



















to large size 11. Fitting supervisors in 


ten in large letters across the front 
of each piece of fabric, and the num- 
ber of women we observed walking ali 
the way across the broad sidewalk to 
peer in the holes is ample evidence 
that this is a very effective way to in- 
troduce new styles for Fall. 
= * * 

FEET, FEET, FEET—. ¢ 

Feet that let you 
. _Have your fun: 

Feet that say, 

“Sit down, you’re done.” 

Whether they’re happy 

Or have the blues 

Depends a lot how you 

Choose your shoes. 

(Sign in window of Wm. Steinhardt 

Shoe Store, 790 Lexington Avenue, 
N. Y. C) 
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“ALEXANDER’S guarantees 
that your child’s shoes will be 
PROPERLY FITTED. 


“Picking the right shoes, making sure 
that they are correctly fitted is very im- 
portant. Much of your child’s future 
well-being depends on these decisions. 
With so much at stake, parents are hesi- 
tant to let any Tom, Dick or Harry fit 
their child. They want to make sure 
that the job will be done right. Uptown, 
Alexander’s has won the public’s con- 
fidence for knowing how to fit children’s 
feet. 


“Our fitters are expertly trained and 
experienced. First we study the child's 
posture and gait. Then we scientifically 
determine the size of both feet. Nothing 
is left to chance. We have a tremendous 
stock of correctly shaped shoes, from 
AAA to EE widths, from baby sizes 2% 





both stores re-check all fittings and take 
care of any corrective adjustments in 
erthopedic cases. For a final checkup, 
we use the X-ray machine which shows 
the position of your child’s toes inside 
both shoes. A permanent record of all 
Footguider shoe fittings is kept for future 
guidance. You will have peace of mind 
and a guaranteed accurate fit if you put 
your child’s feet in our hands.” 


The above copy was recently used 
in a full-page newspaper ad by Alex- 
ander’s, Fordham Road, New York, 
department store. The ad was illus- 
trated with photographs of posture 
study, comparison of foot, last and 
shoe, scientific measuring, filling of 
prescriptions, filing of cards and 
X-Ray recheck. An ad with a mes- 
sage that should sell shoes. 











Practical Pointers on 
HOoW TO 


WITHOUT conversation in selling we would be like 
automatons. It would be like inserting a coin in a slot 
and receiving our purchase from a mechanical device. 
When we pick up a tube of shaving cream from a 
counter, and tender our quarter, the sales girl may or 
may not say “Thank You.” She merely acts as an 
automatic receiving and wrapping device. 

In selling shoes, the salesman must guide and direct 
the customer’s trend of thought in order to gain con- 
fidence and acceptance of the correct fit and type of 
shoe most suited to this individual foot. To do this, 
ene need not and in fact must not become garrulous. It 
is vitally necessary that the conversation be carried on 
in a professional manner. 

To each and every individual the fitting of feet is 
an extremely important matter. The conversation should 
be kept in the channel that will elicit the most informa- 
tion from the customer. The more you listen the better 
you can sell, for then you know which points to stress 
to overcome the difficulties enumerated by the customer. 

In questioning the customer try to bring out each 
point in detail that will help later on in closing the sale. 
Give them sufficient time to discuss their feet and they 
will give you ample closing arguments. By arguments 
we do not mean contradictions. We mean agreeable 
arguments. It is a simple matter to “win the argument 
and lose the sale.” It is quite another matter to agree 
with the customer and gain the sale. You can point out 


30 


SELL 


SHOES “oe - e 


Chapter Xil 


CONVERSATIONAL SELLING 
by PATRICK A. MORGAN 


hew each feature will eliminate each cause for customer 
complaint. 

The experienced salesman will listen carefully to each 
customer’s tale of woe in order to formulate his closing 
arguments later in the procedure. He even questions 
the customer minutely about each part of the foot that 
appears to have had uncomfortable friction or pressure. 

It is a simple matter to examine the foot quickly and 
casually for callouses that will indicate where extreme 
pressure has been encountered. Naturally to cure any 
ill you must first remove the cause. This you can do 
by choosing a last that will hug the foot where necessary 
and relieve pressure on the affected points. ‘ 

If the ball of the foot is so flattened out that it is 
hard to fit with a normal shoe, then by all means raise 
the metatarsal. If you will take the customer into your 
confidence and explain the necessary corrections you 
will find it much easier to dominate the situation and 
close the sale. 

Every interview is dominated either by the prospect 

[TURN TO PAGE 45, PLEASE] 
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UNITED PRODUCTS 


... STRONG LINKS IN A CHAIN 


OF SHOE FACTORY OPERATIONS 





UNITED PRODUCTS 
INCLUDE... 


ABRASIVES 
ADHESIVES 
“CELASTIC” BOX TOES 


CUTTING BOARDS 
AND BLOCES 


DIES 


EYELETS 
SHOE LACES 


FINISHING LIQUIDS 
NAILS AND TACES 
NEEDLES AND AWLS 
SHANES 


“TEXON”: 
INSOLE, MIDSOLE, 
SOCK LINING 


WAXES 


and a wide range of other 
supplies and equipment 
for the shoe manufacturer. 





Shoe Industry Urged to Promote Quality 


[CONTINUED FROM PAGE 21] 


movement of raw materials to the United States from 
foreign sources so far this year has reached striking 
totals. But the shadow of shipping difficulties hovers 
over the country, and the potential availability of sup- 
plies is ultimately reduced to the bare problem of how 
much tonnage would be available. May I emphasize the 
far-reaching implications of that question. 


“GRANTING our capacity and ability to produce all 
the leather and shoes which may conceivably be needed, 
the future availability of shipping introduced a basic 
issue. If the total quantity of ship tonnage become 
sufficiently limited to require its allocation by the 
government among various industries, then the neces- 
sity for allocation in some manner may confront the 
shoe and leather industries. . . . 

“Fortunately, the necessity for any type of formal 
allocation has not yet arisen in the shoe or leather in- 
dustries. Military and commercial requirements have 
not conflicted; both have been accommodated and 
efficiently served. In spite of the incessant problem of 
securing cargo space, adequate supplies of raw material 
have reached the United States, and the priorities pro- 
gram has not interrupted production of shoes or leather. 
If the need for allocation does arise, it will be for one 
of two fundamental reasons. Either demand will in- 
crease further, or, available supplies will decline. 

“The first of these possibilities is to some extent with- 
in the control of tanners, manufacturers and retailers. 
We cannot control the demand arising from consumers’ 
desire to buy shoes, but retail consumption rarely 
changes with the extreme violence of demand for leather 
or demand for shoes from the manufacturer. If leather 
and shoes are bought as needed, if the exaggerated pres- 
sure of inventory building can be avoided, then we can 
prevent any dangerous increase in demand. To that 
extent, producers and distributors in the shoe and 
leather industries have it within their power to avoid 
the dislocation which must result from unwarranted 
and economically unjustifiable increase in the over-all 
demand for shoes and leather. 


“THERE can be no corresponding control within these 
industries on the score of supply. Any stringency in 
cargo space would be the result of international forces 
and developments in which the leather or shoe indus- 
tries play a very minor role indeed. That possibility 
is the great unknown in any calculation which can be 
made today, and in turn the possibility of allocation in 
leather and shoes depends more upon the factor of 
supply than on any other circumstances. . . . 

“The subject of price has always been rather promi- 
nent in the summary discussions which I have been 
privileged to make at these conferences. On occasion, 
I have been probably less than discreet in drawing con- 
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clusions with respect to price tendencies from facts 
which no doubt were generally available and widely 
appreciated. There is very little opportunity for such 
indiscretion today. It is pretty difficult to stick one’s 
neck out in talking about price tendencies when the 
dominant factor in markets is the ceiling imposed by 
the OPA.... 

“The government’s action on hides and skins pro- 
ceeded from the assumption that raw materials were 
the basic cost in the price structure of the shoe and 
leather industries, and that the cost of finished goods 
as well as changes in retail prices must be attributed 
to hide and skin levels. In the three months during 
which the industry has operated under ceiling prices, 
numerous problems and difficulties have arisen. Never- 
theless, the basic assumption that hide and skin costs 
are the cardinal factors in determining the price of 
leather have been validated. During the time leather 
quotations have moved in a narrow range, and if an 
average could be computed for the average cost of all 
leather affected by the price ceilings, it would prob- 
ably show insignificant change. 


“A NUMBER of the tanners’ problems in operating 
under maximum prices are of direct inferest to you as 
buyers of leather or of shoes. In the first place, although 
the industry was in complete accord with the govern- 
ment’s objectives, it has found it necessary to take 
exception to the form of the price orders or schedules 
governing domestic hides and skins. For example, a 
single maximum was established for all types of cattle- 
hides, in spite of the fact that the price range prior to 
the imposition of the ceiling was as much as five cents 
among various grades and selections. Tanners antici- 
pated, and their fears were confirmed, that all types of 
hides would tend to move up toward the ceiling price. . . . 
“Revised price schedules were issued last week incor- 
porating a ‘number of the industry’s views. It is the 
tanners’ hope that in the interest of price stability these 
new schedules will prove more practicable and eliminate 
some of the complications and some of the cost pres- 

sure which has been experienced in recent months. 
“There is another and in some respects an even 
broader aspect to this problem of raw material price 
and leather costs. Existing price schedules issued by 
OPA apply only to domestic hides, kips and calfskins. 
Imported raw materials are not affected by existing 
price ceilings, and inasmuch as a very large proportion 
of U. S. requirements must be met by imports, the 
over-all cost of leather can be appreciably affected by 
the price of foreign hides or skins. This problem is 
particularly serious now when the theater of war has 
been extended to new fronts. As leng as the potential 
[TURN TO PAGE 37, PLEASE] 
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Fall Ads Headline Shoe News 


[CONTINUED FROM PAGE 23] 


heels are in the spotlight frequently. 
Getting a big hand are the new browns.” 
Picture of the shoe salon is used with 
ten very-well-described shoe illustra- 
tions. 

Reviewing shoe style news, I. Mag- 
nin & Co., (Los Angeles) includes 
“more tailored shoes by day; by night, 
shoes with a more feminine look. A 
new boxy silhouette . .. many more low 
heels. More polished leathers . . . new 
color interest: olive green, smoky 
taupe, hazelnut, browns” Levy’s (Jack- 
sonville) illustrate “six footholds on 
Autumn. ... Your new shoes have a 
groomed grace; tell a complete fashion 
story; fit with light weightless ease; 
look ladylike and neatly lovely; are 
definitely a part of the costume; are 
styled to a specified time and occasion.” 

Levy’s also feature “Polished Calf— 
with a rich, rich lustre!” and assure 
you that “You'll be surprised to learn 
how calf has bettered itself this Fall. 
No longer dull and uninteresting. .. . 
Calf has acquired POLISH. We’re 
quite impressed with its brand new 
lustre . . . nothing gaudy, you under- 
stand, just a well-cared-for CUL- 
TURED look. We predict it will be a 
BRILLIANT social success during the 
coming season.” 

Hahn’s (Washington) feature “Lus- 
tre calf”—with a rich mellow glow” and 
“Old gold alligator-embossed calfskin” 
under the headline “Neutrals for Fall 


. .» PROduced . . . for handsome wear 
with just about everything. CONform- 
ing ... to all your smart ideas for town 
and country wear!” 

Special attention is paid to heels and 
toes in several ads. Gerber’s (Mem- 
phis) illustrate bump toes, square toes, 
wall toes, baby toes. C. Crawford Hol- 
lidge (Boston) features “Little flat 
shoes which do delightful things for 
your feet.” Shillito’s (Cincinnati) 
gives the “Lowdown on Heels .. . 
BRIGHT spots for Fall because they’re 
entirely 1941 with their smart, very 
fashion-right low heels. And bright, 
too, because all you do is polish and 
they shine and shine.” 

Specially timely and interesting is 
the Sommer & Kaufmann (San Fran- 
cisco) ad, “Footsteps for Defense— 
designed for the new, vigorous part 
being taken by gallant women in to- 
day’s ‘national emergency.’” Copy con- 
cludes, “And so with due acknowledg- 
ment we present this progressive line 
of simple, wearable, functional fash- 
ions, to help you carrv on the splendid 
work you are doing quietly, unspectacu- 
larly behind the scenes.” 

Krupp & Tuffly (Houston) and 
Stearns (Boston) do good jobs with 
college girls’ shoe wardrobes. Nothing 
spectacular, but well illustrated, var- 
ied collections to meet every need of the 
college girl. Descriptions of individual 
shoes are well done. 





War’s Impact Overshadows 
Style Discussion 
[CONTINUED FROM PAGE 17] 


It is expected that rayon will be the 
primary substitute for silk, but because 
of a smaller degree of elasticity, this 
may not prove entirely satisfactory. In 
addition, out of 470,000,000 pounds of 
rayon produced, 160,000,000 are of 
acetate yarn, which is unsuitable for 
hosiery. Of the viscose and cupram- 
monium type, 300,000,000 pounds are 
available. Of this figure 10 per cent has 
been allocated for sflk substitutes, and 
of that 10 per cent only 7 per cent has 
been allotted to hosiery. 

So far as cotton hosiery is concerned, 
low counts produce a heavy stocking 
which is certain to meet with resistance 
by retail buyers and consumers. The 
industry has considered using long- 
staple Egyptian fiber and British plant 
capacity (since our machines are not 
generally equipped to produce high 
count fine cotton hosiery), but it would 
be four to six months before we could 
get the finished hosiery, and that will 
be too slow. It is expected, therefore, 
that we will have to go down in the 
counts so that we can use our own 
product. ; 

There is another problem connected 
with the question of cotton hosiery: no 
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matter how fine the count of yarn, in 
plain knits it seldom makes a stocking 
which American women will wear will- 
ingly. To sell, cotton stockings will 
have to be in mesh and lace designs— 
that is, in designs which break up the 
solid knitted surface. These are also 
better after washing. 

Commenting on the tinted leg vogue, 
Mr. Constantine stressed the fact that 
this is a fad which cannot be expected 
to endure. He ventured the opinion that 
the American public would wear sub- 
stitutes, and wear them with pride, 
when it becomes necessary to do so. 


Northwestern Convention 
January 11-13 


La Crosse, Wis.—President John B. 
Haraldson of the Northwestern Shoe 
Retailers’ Association, has issued a call 


‘to members and exhibitors to comment 


upon whether or not they wish to have 
the 1940 convention style show repeated 
at the 1941 convention to be held Jan. 
11-13 at the Hotel Radisson in Minne- 
apolis. The convention will be held in 
conjunction with the Northwest Foot- 
wear Association and the Northwestern 
Shoe Travelers’ Association. J. O. 
Westberg, assistant manager of the 
Hotel Radisson, is in charge of display 
arrangements. 
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“This store is swell’ 


says 
MR. A. C. HOOK 
MANAGER OF THE 
HEALTH SPOT SHOE SHOP 
2 W. 47th ST. 
NEW YORK CITY 


And he goes on to say “I like it 
here very much because the 
people are so easy to sell.” 


Mr. Hook is tremendously happy 
because he likes to sell Health 
Spot Shoes AND he appreciates 
the profit-sharing plan which 
makes it possible for him to 
make more money. 


Mr. Hook is typical of Health 
Spot Shoe Shop operators all 
over the country. He has real 
enthusiasm for his work because 
it pays him well, and this in 
turn makes a better salesman 
out of him. 


Every time a new Health Spot 
Shoe Shop is established, there 
is an opportunity for some good 
man to create the kind of job he 
has always wanted. 


The Health Spot Shoe Shop plan 
is a challenge to your ability. 
You alone control your earning 
power. As you build up the 
volume, you build up your in- 
come! 


MEN WANTED 


Send for an application blank 
today if you are interested in a 
job that pays a regular salary 
in addition to a liberal share of 
the profits. 


HEALTH SPOT SHOE SHOPS, INC. 


INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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Today's modes, light, smart, and trim on the foot 
— flexible and comfortable as well. 
Made The Dependable Way with UNISHANK 
UNISHANK 
INSOLES, rigid heel and shank support is com- 
bined with proper forepart flexibility. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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* NATIONAL NEWS * 


Price Differentials Set on Domestic Hides 





OPA Warns Revision Does Not Justify Any Changes in Prices 
of Leather or Leather Products 


WASHINGTON — Price differentials 
ranging downward from a top price of 
15% cents have been established for all 
grades and classifications of domestic 
hides under an extensive amendment 
to the OPA price schedule on hides, kips 
and calf skins. 

The revision, announced by OPA Ad- 
ministrator Leon Henderson, does not 
“justify any change in the price of 
leather or leather products,” OPA 
warned, 

While the amendment continues the 
average level of prices effective in re- 
cent months in the absence of differen- 
tials, it establishes a spread above and 
below the former ceiling for different 
qualities of hides. The original sched- 
ule, effective June 16, fixed a ceiling 
price of 15 cents a pound for domestic 
hides, Mr. Henderson expressing the 
hope at that time that normal differ- 
entials would develop for the various 
grades under market conditions. This, 
however, did not materialize, OPA ex- 
plains. 

Recently branded hides, as well as 
natives, have been selling at the ceiling 
price and the customary trade practice 
of selecting and classifying hides and 
skins before sale has been abandoned by 
many sellers. This development, OPA 
charges, has forced tanners, particu- 
larly specialty tanners making indus- 
trial leathers, to buy hides in combina- 
tion lots in order to obtain the types 
needed for their operations. Mr. Hen- 
derson maintains that this has seriously 
affected the distribution of hides. 

“Careful examination of evidence 
submitted by leather tanners has shown 
that their costs have been increased 

[TURN TO PAGE 39, PLEASE] 
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Dates to Remember 


Monthly Shoe Show Shoe Travelers 
Association of Chicago, Hotel 
Morrison, Chicago, Il. 

September 29, 30, 1941 

Introduction of Spring Footwear 
Fashions of St. Louis Shoe Man- 
ufacturers Association, Hotel 
Commodore, New York. 

October 26, 27, 28, 29, 1941 

Shoe Manufacturers’ Spring Open- 
ing, New Yorker, New 
York. October 26, 27, 28, 29, 1941 


Annual Fall Frolic Boot and Shoe 
Travelers Association of New 
York, Hotel Roosevelt, New 
York City, Tuesday Evening. 

October 28, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 

December 1, 2, 3, 4, 1941 

Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 

January 3, 4, 1942 

NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, III. 

January 5, 6, 7, 8, 1942 


Michigan Annual Shoe Fair, Jointly 
Sponsored by Michigan Retail 
Shoe Dealers Association and 
Shoe Travelers Club of Mich- 
igan, Hotel Statler, Detroit, Mich. 

January 11, 12, 13, 1942 


Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas. 

January 11, 12, 13, 14, 1942 
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Nelson Predicts Fewer 
Styles of Shoes 


WASHINGTON, D. C.—Addressing the 
National Retail Dry Goods Association 
meeting in the Mayflower Hotel here, 
opening “Retailers for Defense Week,” 
Donald M. Nelson, newly appointed ex- 
ecutive director of the Supply Priori- 
ties and Allocations Board, said that 
from now on there will be fewer lines 
and styles of goods, including clothes, 
cars, shoes, washing machines and 
many other household goods. The styles 
that will be available will be simplified, 
Mr. Nelson said. 

This simplification of styles does not 
mean standardization, Mr. Nelson said. 
But it has now become necessary to 
draw the line between things people 
must have and things they can tempo- 
rarily get along without. He added that 
within the next few days the Office of 
Production Management will announce 
“a broad detailed campaign” to bring 
about the elimination of frills and 
trimmings. Declaring that these con- 
stitute waste, he added: “We cannot 
afford to waste anything these days.” 


Lown Purchases 
Lunn & Sweet Plant 


AUBURN, ME.—The Lunn & Sweet 
Shoe Manufacturing Co. plant has been 
purchased by Philip G. Lown. The price 
was said to be around $150,000, its as- 
sessed valuation. 

Mr. Lown owns and operates the 
Lown Shoe Company, Auburn; Penob- 
scot Shoe Company, Oldtown, and 
Philco Shoe Company, Bangor. 

The building has 105,000 square feet 
of floor space, and since the previous 
owners discontinued business, has been 
occupied by several smaller concerns. 
The transfer was from Mrs. Alfred J 
Sweet, Swampscott, Mass., widow of 
one of the founders. 





Florsheim Heads Program at Men’s Meeting 





Special Adviser on Shoes and Leather for Division of Pur- 
chases, Office of Production Management, Answers Ques- 
tions on Shoes and Materials at Off-the-Record Session 


Harold M. Florsheim, left, OPM shoe and leather adviser, indulges in a few before- 
the-meeting preliminaries with Steven Jay, chairman of the men's style committee. 


NEw YoRK—The men’s shoe style 
committee meeting, held at the Wal- 
dorf-Astoria hotel, on Monday after- 
noon, during the leather show this 
week, was given an interesting send- 
off by Harold M. Florsheim, vice-presi- 
dent of the Florsheim Shoe Co., and 
shoe and leather adviser in the Office of 
Production Management, Washington, 
D. C., in an open discussion of problems 
in the shoe industry caused by the na- 
tional defense program and the effects 
this program will have on the industry. 
Unfortunately, this part of the pro- 
gram was “off-the-record” and cannot 
be published; but the fact that retailers 
and manufacturers alike, were keen to 
get the lowdown on the effects of the 
defense program on their businesses 
was evidenced by one of the largest 
attendances ever gathered at one of 
these meetings. 

Following this part of the program, 
Steven J. Jay, of R. H. Fyfe & Com- 
pany, Detroit, chairman of the men’s 
style committee, introduced George B. 
Hess, of N. Hess’ Sons, Baltimore, co- 
chairman of the committee. Mr. Hess 
said that for himself and perhaps the 
majority of men’s shoe retailers, that 
they were perhaps unduly alarmed over 
the effects of the defense program on 
retailing. He went on to sound what 
was perhaps the keynote of the meeting 
when he urged retailers to carry on 
and plan as usual. 

Ruth Kerr, style analyst of the Calf 
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Tanners’ Association, following, gave 
a resume of the new Spring colors, ex- 
plaining that the six colors selected 
were the smallest number for some 
time, but that each had a definite sig- 
nificance and each had proved its basic 
merit. 


Because of the priorities of chemicals 
for defense needs, Miss Kerr went on 
to say, a shortage of white leather 
might not be an improbability, and be- 
cause of this cream buck and two-tone 
tan combinations will find a wider mar- 
ket this next Summer. 


Mr. Hess later emphasized that lack 
of white shoes will find the consumer 
turning to other styles, of which the 
ventilated shoes and two-tones would 
fill the bill. 

The question of whether the retailer 
would suffer because of the govern- 
ment’s plan to supply soldiers with 
low dress oxfords was brought up, and 
it was felt that this would have some 
effect, but that the opportunity to pro- 
mote other styles such as the monk 
strap oxford to complement the garri- 
son shoes, was still open. 

The increasing acceptance by civilians 
of the military influence on men’s shoe 
styles was emphasized and the oppor- 
tunity for continued promotion was 
stressed. Leisure and slack styles also 
provide an opportunity for extra Sum- 
mer pairage, but retailers were cau- 
tioned not to confuse these shoes with 
their regular Summer business. 


Smaller Bids Made 
On Service Shoes 


Boston, Mass.—For the first time 
since the start of the defense effort, 
shoe manufacturers, bidding at the 
Boston Quartermaster Depot September 
16 on 1,000,008 pairs of Army service 
shoes, failed to offer the quantity on 
which bids had been invited. Offers of 
shoes with leather soles totaled only 
724,000 pairs. Alternate bids on com- 
position-soled shoes developed offers of 
a mere 593,000 pairs. Awards can be 
increased, of course, by invoking the 
Army’s right to step up bid offers by 
25 per cent, but even this will not give 
the required quantity. In advance of 
the bidding the Army stipulated that 
the maximum award to any one con- 
tractor would be 250,000 pairs and the 
minimum 25,000 pairs. Sixty-five per 
cent of the bidders offered the mini- 
mum, a fact ascribed in the trade to 
one of two factors—lack of production 
facilities or inability to cover in ad- 
vance on sufficiently large quantities of 
material to justify larger offerings. 

Prices at which these shoes were of- 
fered showed a sharp increase over 
prices at which awards were made 
early in August. At that time awards 
on leather-soled’ shoes ranged from 
$3.35 to $3.55 per pair. The September 
16 bidding ranged from $3.47 to $3.94. 
August prices on composition - soled 
shoes weer from $3.45 to $3.45. Septem- 
ber 16 bidding was from $3.39 to $3.87. 


Bids Offered on 
C.C.C. Overshoes 


Boston, Mass. — Ten manufacturers 
participated in the bidding, September 
9, on one lot of 61,973 pairs of all-rub- 
ber arctic overshoes for use by the 
Civilian Conservation Corps. Among 
the bidders again was War Supplies. 
Ltd., which, in previous bidding had 
given a Canadian address, but which, 
on September 9, gave its address as 
Washington, D. C., with manufacturing 
facilities at Kitchener, Ontario. To- 
day’s bids were as follows: 

Goodyear Rubber Co., Middletown, 
Conn., 5016 pairs at $2.20. Goodyear 
Footwear Corporation, Previdence, 
R. I., 5000 at $2.21. Hood Rubber Co., 
Watertown, Mass., 12,000 at $2.22. En- 
dicott-Johnson Corporation, Endicott, 
N. Y., 9600 at $2.25. Cambridge Rub- 
ber Co., Cambridge, Mass., 7200 at 
$2.275. United States Rubber Co., New 
York, 28,000 at $2.28. Converse Rub- 
ber Co., Malden, Mass., 10,000 at $2.30. 
Tyer Rubber Co., Andover, Mass., 5000 
at $2.32. Servus Rubber Co., Rock Is- 
land, Ill., 5000 at $2.36. War Supplies, 
Ltd., 61,973 at $2.45 (to be made at 
Kitchener, Ontario). 

The Quartermaster Depot announces 
the award of a contract to the Endicott- 
Johnson Corporation to make 1344 pairs 
of parachute jumpers’ boots at $5.85 


per pair. 
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Shoe Industry Urged to 
Promote Quality 


[CONTINUED FROM PAGE 32] 


world supply could find its principal outlet only in the 
U. S. there was no great necessity for concern about the 
price level of foreign hides or skins. The picture has 
now been changed to an extent which cannot be clearly 
appraised at the moment and may depend upon the 
character of lease-lend operations or upon the demands 
exercised by Russia in world markets, including the U. S. 

“Under present conditions the problems which are 
normally the chief concern of this industry have dimin- 
ished in importance. The air has been cleared by 
graver and more fundamental issues and in many ways 
this represents an opportunity to rehabilitate the status 
of shoes in the scale of consumer values. For more 
than a decade the production and sale of shoes has 
been dominated by the psychology ‘of price and volume. 
It seems more than possible today that the role of qual- 
ity can be tremendously enlarged and that increased 
consumer income can be translated into better shoes. 
There is no question involved here of value because the 
relative value of shoes remains abnormally great in 
comparison with other consumers’ goods or in terms 
of the cost of living. In fact, the achievement of the 
shoe and leather industries in raising the shoe standard 
of living in America ranks with the outstanding indus- 
trial achievements of our time. But we have ignored 
and lost sight of the potentialities in better shoes as 
well as more shoes. Today those potentialities have 
been revitalized. It is within the power of this industry 
to awaken the dormant demand for better shoes and to 
build quality as a merchandising symbol even more 
important than price.” 


Wholesale Trade Up in Chicago 


Cuicaco—Wholesale sales of shoes in August were 
50 per cent ahead of those a year ago, according to the 
monthly survey of the Chicago Wholesale Market Coun- 
cil. Shoes were reported in various sources as from 
20 to 60 per cent ahead for the month. All divisions of 
wholesale business in the Chicago market continued 
their unprecedented increases, according to the report. 

The improved consumer purchasing power was re- 
flected in a growing demand for the better grade and 
higher-priced apparel in the women’s ready-to-wear field. 
A cross section of the ready-to-wear trade showed that 
business was substantially ahead both for the month 
against the corresponding month last year and for 1941 
as compared with the same period of 1940. The im- 
provement for the month varied from 10 to 70 per cent 
and the advance for the eight months’ period was from 
10 to 45 per cent. The large dry goods and general mer- 
chandise housés all reported unusually good business 
throughout practically every department. 
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Congratulations to Joe Wogan 


Elected General Manager of United Shoe 
Machinery Corp. 

Boston, Mass.—A meeting of the executive committee 
of the United Shoe Machinery Corporation was held 
September 10, at which special session Joseph F. Wogan 
was elected general manager of the corporation, filling 
the vacancy created by the death of Harold A. Osborne. 


JOSEPH F. WOGAN 


Mr. Wogan’s promotion from assistant general man- 
ager to general manager, with its greater responsibilities, 
has a touch of the story of the boy starting at the bot- 
tom and rising to the top. 

Mr. Wogan’s entire business life has been spent in 
connection with shoe machinery in the employ of the 
U.S.M.C. 

Born in Boston in 1885, he attended the public schools, 
graduating from Boston Latin School and entering 
Bowdoin College. In 1904 he entered the employ of 
the United Shoe Machinery Corporation at the time of 
the rapid expansion of the corporation’s business. 

His first job was with the shipping room of the eye- 
letting department; later he became assistant head of 
this growing department and later manager of it. 

He became assistant general manager in 1928, during 
the administration as general manager of Albert W. 
Todd, now president. Mr. Wogan has continued in that 
position to the time of his present advancement. 

A tall, erect and alert executive, he exemplifies the 
very spirit of the U.S.M.C.—service. In his long asso- 
ciation with the corporation, Mr. Wogan has made a 
large circle of friends in the industry, together with 
those of his associates in the business of the corporation, 
all of whom wish him every success in his new under- 
taking. 





Cowboy Boots 


2729 1 er 





“"Standerd of the West Since 1879"' 


COWBOY BOOTS 


Folks are ‘‘Going 
Western,” and your qual- 
ity trade will demand the 
original Justin Cowboy 
Boots. Put these Justin 
style leaders in your stock 
and watch them sell at a 

nice profit. 

Write for Cata- 

log and prices. 


H. J. JUSTIN & SONS, Inc. 
BOX 548 FORT WORTH, TEXAS 


Innersoles 
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The feet will live INSIDE the shoes, 
That's the reason you should choose. 
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Riding Boots 
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Enlarge Shoe Department 


MINNEAPOLIS, MINN.— The Senack 
Shoe Co. has enlarged and modernized 
its department at the John W. Thomas 
department store, here. Approximately 
900 square feet were added. New car- 
pets are in burnt orange and gray with 
modernistic fixtures in natural grain 
blond woods. Furniture is in plum and 
blue, upholstery in cream leather. 
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Greatest Tanners’ Show 


New York—The centerpiece of the 
National Shoe Conference Week at the 
Waldorf-Astoria was the tanners’ ex- 


FRANK H. MILLER 


Treasurer of the Tanners’ Council 
of America 


position of leathers, filling the ballroom, 
the side rooms and encircling the stage, 
a greater display in firms, in leathers, 
in colors than any held heretofore. 
There is evidence of the American spirit 
of free enterprise in the conduct of 
these shows. 

The fact that the leathers are shown 
on the same racks and fixtures in all 
of the booths makes the showmanship 
of men and materials more important 
than promotional blow-ups, etc. The 
very simplicity of the show, as far as 


background is concerned, puts more 
emphasis upon the materials and colors. 
All of the leading tanners and their 
representatives were in attendance to 
welcome the largest group of shoe man- 
ufacturers and shoe retailers. 

It really was a show to top all shows 
—in interest and in diversity of upper 
materials. There is no question but 
what the future growth of the tanners’ 
show will make necessary expansion in 
room space—perhaps to cover sole 
leather and all the other leathers used 
in American shoemaking. 

The show is organized as a very 
democratic institution, at a minimum of 
cost per exhibitor— with no extras 
tacked on. As showmanship goes it is 
a model form of exhibition where com- 
petitors freely exchange ideas and 
samples and shoe manufacturers and 
retailers are shown the progress that 
has been made in spite of the handi- 
caps due to war conditions in the raw 
stock fields of the world. 


Plan Annual Golf Tournament 


PHILADELPHIA, Pa.—The annual Fall 
tournament of the Philadelphia Shoe 
& Leather Golf Association has been 
set for Friday, October 3, at the Aroni- 
mink Country Club, Newtown Square. 
The tournament committee is headed by 
P. F. (Pete) Stiles, who is assisted by 
Clarence R. Heyde. Billy Ickler, vice- 
president of the association, plans to 
bring out a large attendance of Phil- 
adelphia retailers and manufacturers. 

Plans include a day of golf, and din- 
ner and entertainment in the evening. 





Role of Advertising Topic of Conference 





Nationally-Known Speakers to Discuss Subject at Conference 
on Distribution, to Be Held in Boston, 
October 6th and 7th 


Boston, Mass.—The importance of 
advertising, even in a seller’s market, 
and the role it can play during the pres- 
ent war emergency will be stressed by 
nationally-known speakers at the thir- 
teenth annual Boston Conference on 
Distribution, to be held at the Hotel 
Statler in Boston, October 6 and 7, it 
has been announced here by Daniel 
Bloomfield, director of the conference 
and manager of the Retail Trade Board 
of the Boston Chamber of Commerce. 
Speakers and their subjects will be as 
follows, subject to last-minute changes 
which may be made in the program: 

October 6—Lt. Col. Ralph K. Strass- 
man, vice-president, Ward Wheelock 
Co., Inc., “Industry’s Story Belongs to 
the Public’—a consideration of the 
function of advertising in the war 
emergency, the shift in market levels, 
distribution problems created by trans- 
portation barriers, civilian morale and 
related matters. Kenneth Dameron, 
professor of marketing, Ohio State Uni- 
versity, “Advertising—A Public Rela- 


tions Problem.” C. Oliver Wellington, 
president, American Institute of Ac- 
countants, “Business Costs in War 
Emergencies.” James Stanley McLean, 
president, Canada Packers, Ltd., “Ca- 
nadian-American Trade Relations.” 
James Parton, business manager, air 
express edition, Time magazine, “Time 
Views Latin-America.” Nelson A. 
Rockefeller, coordinator of Inter-Amer- 
ican Affairs, Washington, D. C. “Credit 
Needs of Inter-American Trade.” John 
E. Lockwood, general counsel to Mr. 
Rockefeller, “Consumers of the Amer- 
icas.” Henry Morton Robinson, asso- 
ciate editor, The Reader’s Digest, “Put 
It in Their Language,” a discussion of 
how best to gear United States prod- 
ucts and services to the cultural and 
economic needs of the Latin-American 
peoples. Thurman W. Arnold, assis- 
tant attorney-general of the United 
States, “The Bottlenecks of Business,” 
important aspects of business today in 
the light of the Sherman Anti-Trust 


Boot and Shoe Recorder 





nelit 
boar 
“Yor 
genc 
Com 
Can’ 
brin 


indus 
“Si 


issue 


Sept 


Law and what businessmen can do in 
the situation. 

Tuesday, October 7—Dr. Julius 
Hirsch, economist, “Price Regulation 
and Price Fixing — European and 
American Experience.” Dr. Melvin T. 
Copeland, professor of marketing, Har- 
vard Graduate School of Business Ad- 
ministration, “War Finance, Taxation 
and Prices”—the effects of war pros- 
-erity and war costs on civilian busi- 
ness and private consumers. Harry 
Scherman, president, Book - of - the - 
Month Club, “How Much Federal Debt 
Can the Nation Stand?” Fred Lazarus, 
Jr., chairman, Retailers’ National Ad- 
visory Committee to Council of Defense, 
“The Retailer and National Defense.” 
James A. Horton, chief examiner, Fed- 
eral Trade Commission, “Trade Re- 
straints and Business”—the trends in 
business practices as reflected in the 
cases Mr. Horton handles. Willard 
Chevalier, publisher, Business Week, 
“National Defense— Our New Indus- 
try”—what the defense effort means to 
business in general. Brigadier-General 
Russell L. Maxwell, Federal Adminis- 
trator of Export Control, “Export Con- 
trol—Expediting Our Exports.” Cor- 
nelius V. Whitney, chairman of the 
board, Pan-American Airways, Inc., 
“Your Part in Our National Emer- 
gency.” Douglas Miller, former U. S. 
Commercial Attache in Berlin, “You 
Can’t Do Business With Hitler” — 
bringing up to date the facts now fa- 
miliar to all who have read Mr. Miller’s 
book bearing the same title. Arthur O. 
Dietz, president, Commercial Invest- 
ment Trust, “Instalment Selling and 
the Defense Program.” Richardson 
Wright, editor, House and Garden, 
“Forests and Furniture.” H. M. 
Richardson, chief engineer, plastics de- 
partment, General Electric Co., “Plas- 
tics in a Changing Consumer World.” 
Edwin S. Marcus, Neiman-Marcus, Dal- 
las, Texas, “Latin-American Products 
in the United States”—a discussion of 
the trend in South America toward the 
making of finished products, including 
footwear, for distribution through re- 
tail channels in this country. Mrs. Alice 
K. Perkins. director, Fairchild Fashion 
Bureau, “Volume Business and Fash- 
ion.” 


Price Differentials 
Set on Domestic Hides 
[CONTINUED FROM PAGE 35] 


appreciably by combination lot buying,” 
Mr. Henderson asserts. “Studies by my 
office of all of the factors involved make 
it plain that the establishment of a 
system of differentials will help to re- 
store normal trade practices, benefit all 
users of hides, and relieve the pressure 
for. an increase in leather prics.” 

The price agency offered this expla- 
nation of why the over-all effect of the 
new price schedule will not be to in- 
crease the cost of hides to the tanning 
industry: ; 

“Since the original schedule was 
issued, 10 of the 12 classifications of 
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KEEP IDEAL UPPERS 


AND INSIDE SEAMS SMOOTH .. . 
Saree albaintinnd agains! 


wrtitation 


Inside seams are given exacting attention to make them 
smooth and comfortable for baby’s feet. 


Mrs. Day believes absolute protection of the infant foot 


is a cardinal principle of successful merchandising and 
every operation in the manu- 
facture of “IDEALS” is carried 
out with this principle in mind. 


Place your confidence in Mrs. 
Day’s Ideal Baby Shoes and 
your customers will have confi- 


dence in you. 








packer hides have been selling at the 
ceiling price of 15 cents a pound. The 
amendment, however, only applies the 
new 15%-cent price to the four top 
grades and establishes differentials of 
from one-half to 4% cents a pound for 
the lower grades.” 

The amended schedule specifically ap- 
plies the new 15%-cent ceiling price to 
No. 1 native steers and cows of packer 
classification. No. 2 native steer and 
cow hides have a top price of 14% 
cents. From these levels the maximum 
prices in the packer classification scale 
down, according to grade, to lows of 
11 cents a pound and 10 cents a pound, 
respectively, for No. 1 and No. 2 
branded bulls. 


While the maximum prices for calf 
and kip skins are not changed by the 
amendment, several additional types, 
weights and classifications are added, 
including skins originating in the Pa- 
cific Coast area and country skins. The 
revision also includes a new clause de- 
signed to prohibit both direct and in- 
direct methods of price evasion. Noting 
that this provision is directed at such 
practices as “up-grading,” or the sale 
of inferior skins at the price of a better 
quality, OPA said that reports reaching 
Mr. Henderson indicated that this and 
other practices have been engaged in 
by certain members of the trade. 

The effective date of the hide price 
schedule amendment was Sept. 13. 
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The C. A. Haines 
Shoes for Children 
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Bowling Shoes 


PROFESSIONAL 
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Not a Sample Store 


Herman Latt, owner of The Shoe 
Mart on South Third Street, Harris- 
burg, Pa., which is being closed, has 
called the attention of the RECORDER to 
the fact that a news item published in 
the issue of September 6 erroneously 
stated that this was open for the sale 
of sample shoes and to acquaint 
customers with nationally advertised 
brands. Mr. Latt states that this was 
not a sample store, and says that there 
was never any connection between The 
Shoe Mart and his other two stores. 
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Colonial Holds Sales 
Meeting in New York 


New York—The semi-annual sales 
meeting of the Colonial Tanning Co., 
Boston, was held at the Waldorf-As- 
toria hotel, last Sunday evening, Sep- 
tember 14, just before the opening of 
the Leather Show, here. A. J. (Jim) 
Crowhurst, one of the country’s best 
known patent leather specialists and 
in charge of the patent leather division 
of the Colonial Tanning Co. for many 
years, was the principal speaker. 


A. J. CROWHURST 


Mr. Crowhurst explained in detail 
the operation of the Colonial tanneries 
and demonstrated how steady produc- 
tion throughout the year, plus special 
methods developed by the organization, 
which, incidentally, includes Mr. Crow- 
hurst’s four sons, have succeeded in 
materially reducing the usual costs of 
production while insuring high and 
uniform quality. 

Joseph Kaplan, president of the firm, 
outlined the continuous growth of the 
company over the seventeen years of 
its life, a growth that now makes it 
one of the largest producers of patent 
leather in the world. 

Archie Kaplan, head of the split 
leather division, briefly enumerated the 
various products tanned by this divi- 
sion. He called especial attention to 
the rapid growth in importance and 
sales of the new side leather splits, now 
being tanned in large quantity. 

Kivie Kaplan, head of the patent 
leather and side leather division, ex- 
pressed very optimistic views on the 
volume to be expected in patent for the 
coming Spring season. He announced 
that the elk and white buck, which 
have recently been perfected, are now 
being produced in volume. 

The meeting was concluded after the 
many sales representatives had outlined 
market conditions and the outlook in 
their territories. These reports were 


unusually optimistic for the coming 
season. 

Among those who attended the din- 
ner and meeting were the following: 
Kivie Kaplan, Joseph Kaplan, Archie 
Kaplan, Lewis L. Ellis, Henry Sleeper, 
Morris Sokol, L. N. Hatch, Max Le- 
vine and Edward Goldfarb from the 
Boston office, and the following repre- 
sentatives of the Colonial Tanning 
Company in this country and Canada: 
Troy Tankersley, St. Louis, Mo.; Wal- 
ter Cost, Cincinnati, Ohio; A. E. Perry 
and A. E. Perry, Jr., of Rochester, 
N. Y.; Irving J. Fife, New York, to- 
gether with Phil Fife, Aaron Zucker- 
man and James Pandolfo from Mr. 
Fife’s office; R. L. Stiles, Philadelphia, 
Pa.; Peter Stiles, Philadelphia, Pa.; 
Irwin C. Wehmeyer, Milwaukee, Wis.; 
Rudy Weiman of: Pacific Hide & 
Leather Co., Los Angeles, Calif., and 
Joseph Hess and Harry Wolf, both of 
Canadian Leather Co., Ltd., Montreal, 
Canada. 


Blomquist Re-Elected Dayton 
Shoe Retailers Head 


DAYTON, OHIO—Edward Blomquist, 
head shoe buyer at the Rike-Kumler 
Company, a leading department store, 
here, was re-elected president of the 
Dayton Shoe Retailers’ Club at the an- 
nual election of officers at the Septem- 
ber 10 dinner meeting held on the roof 
of the Hotel Miami. He was chosen by 
acclamation. 

All other officers were re-elected. 
They are: Carl Webber, III, of The 
Metropolitan Company, vice-president; 
Harlan Krotts, in charge of boys’ 
shoes, Rike-Kumler Company, secre- 
tary; and John (Bud) Schoenhals, of 
Schoenhals’, treasurer. 

Emphasizing the fact that shoe deal- 
ers need to be closer together today 
than ever because of conditions created 
by the national defense emergency, 
President Blomquist called for a greater 
unity among Dayton shoe men. He 
stressed the need for a stronger and 
closer knit organization and that the 
club be placed upon a firmer financial 
basis. 

As a result of his talk, an aggressive 
program is to be adopted during the 
next several months. Outstanding in 
present plans is the formation of a 
women’s auxiliary which will function 
closely with the parent group. Women 
shoe salespeople will be invited to join 
the new group as well as wives of shoe 
dealers and their employees. 

First in the program is the staging 
of a bingo party to be held within the 
next few weeks. Walter J. Haberer 
was named by President Blomquist as 
chairman of the committee to make ar- 
rangements for the affair. Wilbur 
Ritter was appointed co-chairman to 
work with Haberer. 

Within the next 10 days President 
Blomquist will announce the personnel 
of a membership committee as well as 
a finance committee. Discussion was 
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held during the meeting on levying an 
innual membership fee on all stores in 


he city, as well as an individual fee” 


‘or each employee. 

An entertainment committee is also 
o be named which will have charge of 
he “fun” for each club meeting. Dur- 
ng the coming year, three outstanding 
speakers are to be scheduled. 

Next meeting of the Dayton Shoe 
Retailers’ Club will be October 8, at 
which time various committee reports 
will be made. All traveling shoe rep- 
resentatives in this territory at the 
time are invited to attend. 


James Clark Brady 


SoutH ORANGE, N. J.—James Clark 
Brady, former vice-president and gen- 
eral manager of the Rice-Hutchins 
Shoe Company, in their New York 
office, died suddenly a short time ago 
at his home at 29 Fielding Court, here. 

Mr. Brady had been with Rice- 
Hutchins for more than 30 years, and 
when the company was liquidated about 
ten years ago, retired from active 
business. 


Honor Salesman for 
Long Service 


BuFFraLo, N. Y.—The Freeman Shoe 
Co. of Beloit, Wis., recently honored 
their Buffalo salesman, Charles S. 


Craney, by presenting him with a dia- 
mond lapel button bearing the inscrip- 
tion “sor twenty years of faithful ser- 
vice.” Charlie, as he is known to the 
trade, came to Buffalo in 1921. He is 
a past president of the Buffalo Asso- 
ciation of Shoe Travelers, and is also 
an associate member of the New York 
State Shoe Retailers’ Association. 


Open Rice Lake Shoe Co. 


Rice Lake, Wis.— Opening of the 
Rice Lake Shoe Co. for business, here, 
took place, recently. Incorporators of 
the new enterprise are Charles D. Fo- 
garty and P. W. Hinshaw, both of 
Ladysmith, Wis., and Thomas E. Gal- 
lagher of Eau Claire, Wis. 


Begins Second Shoe 
Fitting School 


DAYTON, OH!I0 — George Ferguson, 
assistant shoe buyer at Rike-Kumler 
Company, has started his second an- 
nual shoe fitting school. A year ago, 
Ferguson conducted his first school, 
which proved to be a decided success, 
attracting notice from various parts of 
the United States. 

This year’s course will continue for 
eight weeks and classes are being con- 
ducted three nights a week. Twenty- 
three persons have been enrolled from 


various departments in the store, as 
well as a few non-store employees. 


Rubber Consumption Drop- 
ping But Still Over Last Year 


New York—August consumption of 
crude rubber by domestic rubber man- 
ufacturers was 55,365 long tons, accord- 
ing to statistics released today by 
The Rubber Manufacturers’ Associa- 
tion, Inc. Consumption during August 
was 19.4 per cent under July, but was 
3.9 per cent above August a year ago. 

Gross imports for August totaled 
105,456 long tons, according to the De- 
partment of Commerce. This repre- 
sents an increase of 8.6 per cent above 
July and is 44.4 per cent over August, 
1940. 

Total domestic stocks at the end of 
August, including Government reserves, 
totaled 444,890 long tons. This is 12.6 
per cent above July 31 stocks, 128.4 per 
cent over the stocks estimated for 
Aug. 31, 1940. 

Stocks ‘in the hands of the United 
States Government August 31 were 
228,551 long tons—an increase of 4.4 
per cent over July 31, this year. 

Stocks afloat for United States ports 
on August 31 were 90,591 long tons. 

Reclaimed rubber consumption dur- 
ing August totaled 20,864 long tons; 
production, 24,065 long tons; and stocks 
on hand August 31, 39,052 long tons. 
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COUPON BRINGS ILLUSTRATED 
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BOOKLET ON NEW STORE 


STORE FRONTS 


FRONTS 


any K@wneer 
STORE FRONT USER 


B. P. Weisig- 
er, Flagg 
Bros., 607 
Church St., 
Nashville, 
Tenn.—a 
very enthu- 
siastic manager since this new 
Kawneer Store Front was installed. 
Such enthusiasm is only natural, 
because a Kawneer Front attracts 
immediate attention, inspires ac- 
tion, brings results that count! It 
is one of the best investments you 
can make right now. Send today 
for your copy of free illustrated 
store front booklet which gives 
all the important facts. 
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' The Kawneer Company, Niles, Michigan 


Please send free,copy of your new illustrated store front booklet. 
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Soles and Heels 
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LITHOX CORD SOLES & HEELS 
SQUARE CORD SHEETS & HEELS 


More Profit 
at less cost 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. S. A. 











Innersoles 





Insoles that are swell to walk in, 
Specify them—Newflex Pigskin. 














Roger’s Opens in Tampa 

TAMPA, F'LA.—Roger’s, the newest of 
Tampa’s shoe stores, has opened at 911 
Franklin Street. Tony Giglio, with a 
background of seventeen years’ service 
in Tampa as manager of shoe stores, 
is in charge. Rogers’ Shoe Store will 
cater to women’s and growing girls’ 
footwear. A pair of hose was given 
with every shoe purchase on the open- 
ing day. 


Shorow Purchases 
Store Stock 


Lockport, Int.— Abe Shorow, for- 
merly in the shoe business in Downer’s 
Grove, Ill., has bought out the stock 
and good will of the Peters Shoe Store, 
here, from Tom Ajami, who has oper- 
ated a family shoe store for the past 
20 years. 
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Committee Outlines Women’s Spring Styles 


Styles for Spring and Summer 1942, Topic of Women’s Shoe 
Style Committee Held at the Waldorf Under 
Auspices of N.S.R.A. 


New York—Introduced by L. E. 
Langston, executive vice-president of 
the National Shoe Retailers’ Associa- 
tion, Albert Wachenheim, Jr., once 
again presided over the semi-annual 
meeting of the Women’s Shoe Style 
Committee held at the Waldorf-Astoria 
in conjunction with the showing of 
Spring leathers by the Tanners’ Coun- 
cil of America. In his opening remarks, 
Mr. Wachenheim stressed the fact that 
the future is an unknown quantity with 
changes occurring overnight and pri- 
orities eliminating materials for the 
leather and shoe industry at the stroke 
of a pen. As in the past, American in- 
genuity will come to the rescue in 
the present situation, he believes. 

Discussing first the general fashion 
picture for Spring, the chairman in- 
formed the meeting that the volume 
demand will be for classic, wearable, 
becoming American types ‘of clothes 
that will look well for a long time. 
This trend appears in the demand for 
good looking suede and polished leather 
shoes. Skirt silhouettes will probably 
still be full dirndl types for young 
women and restrained fullness for 
older women. Narrow slashed skirts 
are still too new for general acceptance. 
The two piece costume . . . jacket and 
skirt, dress and long or short jacket 

. will still be the most important 
type for Spring in everything from 
slacks to street to evening suits. These 
will be in contrasting or matching 
colors, 

Dominant themes in ready-to-wear 
are soft draping and tailoring as in 
shoes. Rounded shoulders good. 
Braids, buttons and other trimmings 
in clothes to give variety with fewer, 
plainer weaves in fabrics. Skirts and 
waistlines may be longer. Necklines 
round or low cut in front. In fabrics, 
cottons are scheduled for a big season 
in everything from town suits and 
evening dresses to country clothes. 
Fabric houses subject to problem, 
common to all industries, of ceiling on 
raw stuffs. 

The most important costume colors 
for the coming seasons are the follow- 
ing families: cream to brown; blues; 
greens; reds; yellows; pastels; creams 
and écrus. We refer you to the complete 
story on these colors in the August 
16th issue of Boot AND SHOE RECORDER, 
entitled “Preview of Spring Colors.” 


Trends in Spring Shoes 


Listing the complete color range of 
the Textile Color Card Association’s 
official Spring colors, Mr. Wachenheim 
noted in the tan and brown family that 
Turftan and Golden Tobacco will be 
the big colors, with Turftan adapted to 
more uses as all over and as spectator 
trim. Golden Tobacco he mentioned as 


best with antiquing or bootmaker fin- 
ish. American Saddle . . the new 
beige . . . he described as a warm 
creamy tan for slacks or leisure shoes 
and for soft casual and tailored shoes 
when antiqued. It will be used alone 
or in combination with tan or brown. 
A new color .. . natural or créam.. . 
not included on the T.C.C.A. car came 
up for much discussion later as an 
alternate to white. Natural and wheat 
linen was slated for continued success. 
In the blue family Airway was consid- 
ered the ideal spectator trim and Unity 
(Old Glory) the high fashion shade. 
Red (Old Glory) was also slated to be 
about as big as last year. Other 
colors were considered too negligible 
to mention at present. Black was, of 
course, given number one place, but 
probably in a smaller percentage than 
last year. White will continue, espe- 
cially important in combinations, par- 
ticularly in spectator types. The ques- 
tion of bleaching materials for white 
leathers brought out the fact that 
formaldehyde is on the priorities list, 
but that one very large tanning house 
of white leathers uses alum. Cream 
color as a fashion color—in ready-to- 
wear, as well as shoes :. . was brought 
out in the questions and answers from 
the floor as an answer to the problem 
of bleaching materials. 

In his discussion of materials, Mr. 
Wachenheim related color to material. 
Black was listed for patent leather and 
patent with gabardine; crushed and 
shrunken; smooth and polished leath- 
ers. Smooth leathers for semi-cor- 
rective shoes. While polished leathers 
may cut into fabrics, the important 
change this Spring will be the increase 
of patent, polished, crushed and 
shrunken leather shoes over fabric. 
The situation in blue shoes is very 
much the same as in black with the 
same types of leathers selling. In the 
tan and brown family, fabrics are par- 
ticularly negligible. Smooth and pol- 
ished leathers, as well as crushed and 
shrunken, are particularly good. Some 
alligators and reptiles will be used as 
all overs and trims. Crushed and 
shrunken leathers will be particularly 
good in beige. Smooth leathers in 
beige will also be seen. Suede is more 
important than in other colors, notably 
in dressy shoes or combined with tan 
and brown. Suedes, smooth leathers 
and reptiles will be good in red and 
other high colors. Suede, smooth 
leathers and many crushed and 
shrunken leathers will be good in 
white. White will be trimmed with 
smooth calfskin in tan and blue and 
with black patent leather. In casual 

[PLEASE TURN TO PAGE 44] 
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Fashions Future as Forecast 
at N.S.R.A. Style Conference 
[CONTINUED FROM PAGE 19] 


pump, beautifully shaped, quite pointed, 
high-heeled, with a big square stand-up 
suckle made of black jet, or cut steel 

- and watch the slippers with 
beaded and jeweled toes. 

“Now I won’t go into the subject of 
priorities .... But I do want to say 
something about the great stocking sit- 
uation .... It means news in fashion, 
news in shoes .... In America, we’ve 
never had a correct wardrobe of stock- 
ings .... Now, with not enough to go 
round, we'll wear our silk and our 
Nylon stockings in the right places. By 
day, with tweeds and wools, we’ll wear 
cotton meshes, and fine ribbed lisles 
.... And by nightfall, we'll wear the 
sheer black stockings .... 

“IT can’t emphasize too strongly how 
extremely important legs and feet have 
become .... Out of this new emphasis 
all sorts of ideas will flow, for our in- 
genuity is challenged and our talent 
for invention.” 

The following excerpts are from 
Janet Taylor’s discussion on coordina- 
tion. 

“Here are some of the mechanics of 
the job: Before the designer makes a 
finished product and long before the 
buyer buys, gather all possible general 
fashion information on the three fol- 
lowing points: Color, materials (that 
is, fabrics and textures in apparel in 
addition to standard shoe materials), 
and silhouette. 

“T have been amazed to see play shoe 
manufacturers and buyers select colors 
with no knowledge whatsoever of what 
colors would appear in play clothes 

. in spite of the fact that the cot- 
tons and linens that go into them had 
been on the market for many weeks. 
There is no such thing as establishing 
a good shoe color range without. rela- 
tion to apparel and accessories ... . 

“As to fabrics and textures, there 
can be much more variety in styling 
shoes through a knowledge of the sea- 
son’s fashions in other branches. It is 
a difficult thing to pin down in words; 
because it is not a question of using 
the same fabrics, but of proper con- 
trasts and blends 

“The third point I mentioned that 
must be covered in relation to shoes, is 
silhouette. As skirts change, as period 
influences are seen in clothes, shoes 
must change. I know personally of doz- 
ens of women who felt last year that 
the narrow black dinner dresses that 
began to appear, required a closed toe 
dinner shoe. You simply can’t have a 
long tubular skirt, often made of wool, 
with bare toes sticking out from under 
it. It breaks the line, it is wrong in 
ee. So 

“Because of the time required to 
make shoes, you need information about 
clothes silhouettes ahead of time. Not 
when the clothes are being worn and 
the demands are being made of a sales- 
man who has no answers... . It is 
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TYPICAL OF TAYLOR-MADE 


extra sales possibilities for 
late Fall. Two nationally ad- 
vertised patterns of Hor- 
ween's “Timber Tanned” 
colf .. Backed by dis- 
plays and mats .. and 
a fifty year reputa- 
tion for high 
quality and 

value. 


Above 

O-SO-EZ-E No. 5012 

“Timber Tanned” up- 

pers. Bootmaker finish. 
o 


At left 

CUSTOM Neo. 5019 
“Timber Tanned” up- 
pers. Full leather lined. 


$5.85 to $7.85 


MOST STYLES 


E.E. TAYLOR CORPORATION, Boston, Mass. 





difficult to get all the information you 
need far enough in advance. But it can 
be done. A great deal would be accom- 
plished by all of you taking an interest 
in other fashion branches in the store 
or trade .... For the best coordination 

. we will have to watch the prices 
of accessories in relation to ready-to- 
wear more closely than ever... . Prices 
should be related as carefully as types, 
to the rest of the customer’s cos- 
tume.... 

“ ... before leaving you to the next 
speaker, I’d like to make one digression. 
That’s about independent shoe fashions 
.... It seems to me that you could well 
make a greater investment in your de- 


signers and in your designers’ educa- 
tions. And be a little more tolerant of 
new ideas before you discard them as 
impractical . ... Perhaps designers’ 
ideas deserve more backing than either 
manufacturer or retailer gives them.” 


Discontinue Operations 


Charles W. Stroh- 
beck, Inc., manufacturers of women’s 
shoes and slippers, have discontinued 


BROOKLYN, N. Y. 


operations. The company was one of 
the oldest women’s shoe manufacturing 
firms in Brooklyn, having been in the 
business for 54 years. 
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F Shoes make a point of Scuffless Heels 


Suede with “Pyraheel” is a sign of smart 
foot work, especially in Autumn! Suede 
looks right with woolens! Scuffess “Pyra- 
heel” plastic heel covering accents its style 
and protects its newness. No rain or snow 
stain. No dull curbstone rubs. No gashes. 
No scuffs. Wilbur Coon calls it a great 
point in lasting shoe beauty. Just try talk- 
ing “Pyraheel” to your customers—and 
see what a hit it makes! 
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E. |. DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 


Committee Outlines 
Women’s Spring Styles 
[CONTINUED FROM PAGE 42] 


shoes, fabrics will predominate in the 
$4 and down retailers; suede and 
smooth leathers in the $4 and up re- 
tailers. 

In dressy patterns, open toes will 
“remain way out in front,” said Mr. 
Wachenheim, in spite of the fact that 
more closed toes have sold this season 
than last. In tailored shoes closed toes 
will continue to dominate, on round and 
square wall lasts. Hosiery is expected 
to have little effect on open toe pat- 
terns, especially those with the small 
openings. Shoes with both open toes 
and open backs should constitute some 
business. This will depend on the 
hosiery styles, however. The shoe 
| with open back and closed toe is a 
| high style novelty at present. The 
| walled toe is on the increase all over 
the country, because of the popularity 
of the tailored shoes. We may expect 
to sell more V-throat than U-throat, 
particularly among older women where 
good fit is more essential. Utility ox- 
fords will continue to sell as usual, 
especially for the older trade. Strap 
shoes will claim increased interest. 

Shoes on 13/8 to 14/8 heels are sell- 
ing exceptionally well wherever they 
have been stocked. The types of 
clothing popular now and the activities 
in which women are engaged are the 
chief reasons. These low heels appear 














Exclusively for Children 


Indianapolis, Ind.—The first shoe store in Indianapolis designed exclusively to 


serve the footwear problem of children has been opened at 37 East Ohio Street. 


A complete stock of boys’ and girls’ shoes is carried at all tim-s and the per- 


sonnel of the store is trained in the fitting and care of children's feet. One of the 
features of the new establishment is a line of corrective shoes for children with 
pronated ankles, a common ailment. Another feature is a home fitting service 
pian. A children's shoe expert is always on duty day or night to call at the home 
and make fittings. 


The store is operated by Con Spyrison, assisted by Paul G. Hoover, who has 


had many years of experience as a children's shoe fitter. The East Ohio site has 
been completely remodeled for the new enterprise. 
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on all types and styles. 

Play and casual shoes are increas- 
ingly important and are always more 
popular for Spring and Summer. Un- 
doubtedly this is a big field for manu- 
facturers of other types, provided these 
shoes are built over the correct lasts. 

The Women’s Shoe Style Commit- 
tee expressed the desire to go on 
record as encouraging simplicity in 
next season’s women’s shoes and the 
doing away with unnecessary patterns 
and lasts, in order to cooperate to their 
utmost with the Government’s defense 
program. At the same time, they ex- 
pressed the desire to continue style and 
ingenuity to the greatest extent con- 
sistent with this policy. 


To Open Own Store 


MIAMI, FLoRmIA—A new shoe store 
will be opened here by Ben Orlick at 
131 Seybold Arcade on September 15th. 
Mr, Orlick recently severed his connec- 
tion with Sontag Shoe Stores to go into 
business for himslf. 


Harry A. Meeker 


BEACON FALLS, CONN.— Harry A. 
Meeker, for 31 years star salesman of 
the Great Lakes division of Beacon 
Falls Rubber Company, died recently 
of a heart ailment, it was announced by 
Charles W. Reis, division manager. Mr. 
Meeker covered the western part of 
Pennsylvania and the eastern part of 
Ohio for the company, which is a divi- 
sion of U. S. Rubber Co. 
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Practical Pointers on 
How to Sell Shoes 


[CONTINUED FROM PAGE 30] 


or by the salesman. The successful 
salesman will usually dominate the in- 
terview by causing the prospect to fol- 
low his lead and agreeing on point after 
point until the prospect finally sells 
himself. This assures satisfied custom- 
ers and practically eliminates exchanges 
and refunds. 

Too many shoes are sold haphazardly 
in the quickest possible time. It is far 
more profitable to lead the customer 
through the necessary fitting require- 
ments and explain why each feature 
should be incorporated in this case. 
This will assure repeat calls in the 
majority of cases. 

Shoes, as all other quality merchan- 
dise, should be sold on their merits. 
Conversation about the weather, the war 
or your competitors has no place in the 
shoe sales presentation. Should such 
subjects be interjected into the dis- 
course by the prospect, get rid of them 
quickly, pleasantly and finally. Launch 
into a detailed description of the merits 
of your merchandise. After all the 
prospect is vitally interested in a good 
fit and a good bargain. 

By eulogizing point after point and 
feature after feature that will give 
more for the money than any other shoe 
at any price you will win enthusiastic 
response. Forget to mention price or 
comparative values. Keep one upper- 
most thought always before you to bear 
down on each good and desirable fea- 
ture of fit or quality until] the customer 
naturally absorbs some of your enthusi- 
asm. 

When you have covered each point 
completely and competently, then you 
are ready to ask “yes” questions. These 
are questions which naturally call forth 
a “yes” answer. They are positive ques- 
tions that restate affirmative state- 
ments on quality, fit, comfort and de- 
sirability. 

Making disparaging remarks about a 
competitor or a competitive shoe is al- 
ways an indication of weak salesman- 
ship in reverse. Such tactics merely 
solidify in the prospect’s mind the fact 
that the competitor must have .some- 
thing, if it requires an enthusiastic 
“unselling.” 

Let’s be extremely enthusiastic about 
our shoes, our service, our fitting and 
our quality until our enthusiasm cre- 
ates a glow of response in our prospect. 
Subtle suggestion will do more to solid- 
ify customer desire than an hour’s 
harangue on the demerits of our com- 
petitor. To say or do anything that 
will defame the character of our fellow 
man only tears down the respect due us 
in our sincere effort to serve our indus- 
try, its supporters and our country. 

The world has ample respect for the 
man who is big enough to admit freely 
that his competitor is a good fellow. 
Whether it be an automobile or a tooth- 
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pick, a competitive article has its mer- 
its. So with shoes let’s give our fra- 
ternity a friendy competitive spirit and 
win the respect of all those who wear 
shoes. 

The first rule in the book of sales- 
manship is to give your merchandise an 
enthusiastic selling. An enthusiastic 
sales presentation will preclude all ar- 
guments, all questions of inferiority or 
quality, all negative suggestions and 
will cement customer desire to our 
product. 

There are so many things you know 
about your merchandise that you cus- 
tomer doesn’t know. Tell it interest- 
ingly and enthusiastically and the cus- 
tomer will thank you for an intelligent 
sales presentation by placing the pur- 
chase price in your hand. 

Your voice should be gentle, loud 
enough to be heard, not boisterous. It 
should be well modulated to please sen- 
sitive ears. Sometimes it is an effective 
sales stimulant to gradually lower it so 
that the prospect must strain slightly 
to hear you. This eliminates the free- 
dom to gaze about the room and scatter 
the attention and centers the attention 
on the subject under discussion. 

While selling should be seriously 
polite, it should not become too dra- 
matically serious. Often in closing a 
sale it may become necessary to enliven 
the discourse with a slight jocularity in 
order to break down customer reserve 
and make them “loosen up.” This is not 
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Dealers in Douglas shoes not only have this famous trade mark 
back of them. They now have the added selling and advertising 
power of FLEXNAP, the scientifically processed, one-piece vamp 


The improved foot health, comfort, wear and vamp appearance 
contributed by FLEXNAP are something to shout about. Are you 


Write for the whole story on FLEXNAP and how it can help you 


LIBBEY COMPANY 


MAINE 


necessary if the customer is completely 
relaxed and" susceptible to persuasion. 
One must judge the prospects carefully 
in order to discover which is the best 
selling mood in which to place them in 
order to close the sale satisfactorily. 

Too much levity will ruin many sales. 
We must strike a happy medium by the 
trial and error system. If one plan 
doesn’t create the desired effect, work 
gradually around to another mood until 
the sale is consummated. Perfect your 
sales program to fit your customer’s 
mood if you cannot change their mood 
to your will. 


Beautiful Store, 
Strong Ad Program 


[CONTINUED FROM PAGE 26] 


“Even at the first, we reversed the 
primary rule of merchandising of never 
buying two shoes when one would do, 
and we experienced surprisingly good 
results. A stock turn of two and a half 
times for the first year, in a store doing 
a modest fashion business, speaks well 
for the success of the rule. 

“Bakersfield has no ‘war baby’ indus- 
tries, yet it is considered a ‘white spot,’ 
a place where the ups and downs of 
business are not sharply contrasted. 
Perhaps it is this even tenor of trade 
which accounts for the immediate ac- 
ceptance of this shoe department.” 





Classified and Want Ads 





SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





MANUFACTURER of Women’s fine, hand- 
lasted shoes to retail $8.75 to $10.00. The 
only shoes of this kind in America. Must be 
live wire; for Chicago and Middle West; also 
one man for the Southwest and the Pacific 
Coast. Give details as to experience and previ- 
ous employment. Address $278, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y 





WELL known men’s factory wants three sales- 

men. Territories: Ohio, Greater New York, 
Chicago excepting Loop. Retail price range 
$5.50 to $7.85. In stock department. State 
qualifications and line now carrying. Address 
Box 285, Boot and Shoe Recorder, 140 Federal 
St., Boston, Mass. 





SOUTHEASTERN SALESMAN—Nationally 

known, fast growing, branded line of high 
grade juvenile and young women’s footwear 
available for Southeastern States on straight 
commission basis. Complete selling plan and 
liberal advertising assistance for Agency ac- 
counts. No objection to non-conflicting sideline. 
Write full details Box $289, Boot & Shoe 
Recorder, 209 South State Street, Chicago, Il. 


FAMILY SHOE STORE selling medium and 
better grade merchandise. Thirty years in 
same location. Reason selling, owner has liquor 
store. SASINEK SHOE STORE, 202 Clinton 
Street, Binghamton, N. " 





LINE WANTED 





LINE WANTED by salesman with established 
clientele in Virginia, West Virginia, North 
Carolina, South Carolina. No sidelines. Ad- 
dress #288, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





INE WANTED FOR PACIFIC COAST-- 

Non-conflicting line to carry with present 
line $5.00 arch types—satisfactory references. 
Address $292, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





FACTORY SERVICE 








SELL YOUR ares STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 


Visit our new warehouses 
108-110 Duane Street, New York 





Phone: WOrth 2-5377 and 5378 and 5379 














WE BUY 
Entire or & us Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, 
tonians, Stetson, Red Cross, Nuna-Bush, Ete. 
IRVIN RUBIN 
“The House of Jobs”’ 

88 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 











SHOE SALESMEN to handle world’s finest 

line of white shoe dressings. Want only 
men well known and well established in their 
territories. Give complete information to—- 
HOUSE OF FAYRIN, Louisville, Kentucky. 





EXPERIENCED SHOE SALESMAN with 

established territory, to sell retail trade 
in New York City and Connecticut. General 
lines. Fair drawing against commission. Ad- 
dress $286, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





SIDE LINE SALESMAN 


ALES REPRESENTATIVE calling on Shoe 
Factory and Chain Store Sales and Style 
Managers throughout States and Canada, seeks 
new idea or products to represent on percentage 
basis. Address $287, care Boot & Shoe 
a ae 100 East 42nd Street, New York, 





COMPLETE FITTING ROOM SERVICE 
AVAILABLE TO FACTORIES. Modern, 
well equipped factory now available for pro 
duction of uppers for women’s high-grade shoes. 
Let us service your plant. Address $291, care 
Boot & Shoe Recorder, 100 East 42nd Street. 
New York, N. Y. 





HOTELS 








POSITION WANTED 


INDOW TRIMMER—SALESMAN FREE; 

15 years Ewuropean-American experience; 
expert sign writer, mechanic, airbrush, own tool 
outfit; age 34; married; anywhere. HARRY 
_— 620 West 135th Street, New York 
ity. 


SHOE FITTER of Corrective Shoes, 14 years 

with one firm. Ladies or Men’s Shoes; also 
buying and merchandising of high grade shoes. 
Address $290, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 











Store Enlarging 


Los ANGELES, CALIF.—The Edison 
Bros. Chandler store opened in this 
city a year ago is adding 30 more feet 
to its present 50-foot frontage. This 
new addition is expected to be com- 
pleted in early October in time to catch 
the college trade, Manager L. M. Sny- 
der anticipates. 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time fo dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadelphia, Pa. 
Phone Lombard 

















SHOE STORES WANTED 
FOR CASH 


Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 





Unusual references on request 

















MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks 
Branded or unbranded. Generous prices. 
Write, wire or phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 











CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
= Advertisements for this page must be in our New York office on Friday of the week preceding publicetion. wa 








Boot and Shoe Recorder 





And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





Cnet “If a $5 Gold Piece Falls Thru 
wane a Crack in the Floor”—is the 
secret title of our instruction brochure 
red imitation | for keeping stock records:— 
cei Supplied with each order for 


and corners, 
eee the Stock Record System. 














One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number — 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in conjunction 
with the MASTER STOCK SHEET and the cen- 
tral office CONTROL FORM, also a COMPARI.- 
SON FORM for sales of total pairs by seasons 
and years, gives the merchant-owner complete 
stock control with style and sale trend. 














Complete Working Outfit . . . . $7.25 
(West of Denver 


Consists of: 
Black Cloth binder—11%” x 13%” 
100 Daily Sales and Stock Sheets, (Form 
$100) and 1 Comparison Form 2.50 
2 Inventory Pads (100 sheets) 
2 Buying Order Pads (50 sheets) 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips 


or 
8 Pads Sales Record Slips 


and 
2 Pads Refund Record Slips 
(as preferred) 

Above, not including Carton Tickets or Sales 

and Refund Slips 

(West of Denver 

Check with order, please, unless C.O.D. Shipment 
is preferred. 

Reeord : 
et, a Orders filled for any forms preferred. 


Per Pad (50 Bline) Shoe Carton Tickets and Clips: 


PROFIT CHARTS—25c. each; an accurate method of figuring 
selling prices. 


WRITE FOR OUR FREE BOOKLET ON STOCK-TURN 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
209 So. STATE STREET CHICAGO, ILLINOIS 


(NE LEE ES EN SE TO RCE TRE OTTO TE POS 
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No Opposition at 
Minimum Wage Hearing 


WASHINGTON—Wage-Hour Adminis- 
trator Philip B. Fleming took under 
advisement the proposed minimum wage 
of 40 cents an hour, recommended by 
the shoe industry cemmittee, after a 
public hearing on Sept. 12 produced no 
witnesses in opposition to the proposal. 


Sidney Goldberg, president of the | 


Goldberg Shoe Co., Hackensack, N. J., 
was expected to testify in opposition to 
the recommended 40-cent rate, but he 
was not on hand when the hearing con- 
vened. 

Two labor representatives endorsed 
the proposed new minimum, which 
would hike the wage for employees in 
the shoe manufacturing industry to the 
highest minimum permitted to be fixed 
under the Fair Labor Standards Act. 
Leo Goodman, research director, United 
Shoe Workers of America, told Thomas 
Holland, director of wage-hour research 
and statistics, that rising prices have 
brought a 7.7 per cent increase in the 
cost of living, and that the establish- 
ment of a 40-cent minimum would af- 
fect relatively few workers because 
“most of them are now receiving more 
than that. 

Alphonse Samson, representing the 
Brotherhood of Shoe & Allied Crafts- 
men, an independent union in Brock- 
ton, Mass., concurred with Mr. Good- 
man in the assertion that the industry, 
with relatively high profits, can well 
afford the increase. Both estimated that 
the industry produced 33 per cent more 
shoes in July this year than it did in 
the same month in 1940. 

Acceptance of the 40-cent minimum 
recommended by the industry commit- 
tee is expected to be made promptly 
by General Fleming. It was the com- 
mittee’s suggestion when it submitted 
its recommendation on Aug. 25 that 
the new rate be made effective for 
Nov. 1. 


To Open New Store 


Los ANGELES, CALIF.—Another Karl 
Shoe Store is being opened at 832 South 
Broadway. This store, like those re- 
cently presented to the public, is mod- 
ern in every respect. 


Army’s Portable 
Shoe Hospital 


FuLTon, La.—Full-page photograph 
on page 14 shows some of the hundreds 
of pairs of Army shoes to be repaired 
by the five-ton mobile shoe repairing 
unit which has been set up at Fulton to 
handle wear and tear on soldier’s heavy 
field shoes during the maneuvers this 
month. Inside the shop, in background, 
is Private First Class Stanley Tabula- 
wach of Amsterdam, N. Y., shown 
nailing a sole to a shoe. The portable 
shop is attached to the Fifth Army 
Corps, 216th Quartermaster Company, 
and will handle the repairs of 230,000 
men. 
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A Buying Gui 


BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa. pe EP F . 
CONNEL, J. M., SHOE CO., Braintree, Mass. : ata e Thy 38 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. 2nd Cover 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Po. Sas i .Back Cover 
GOODWILL SHOE CO., Holliston, Mass. mn ; . 42 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ili. ux me 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas ee 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. : 

RED GOOSE DIV. OF INTERNATIONAL SHOE CO., St. Louis, Mo. 

ROBERTS-HART, INC., Keene, N. H. 

SELBY SHOE CO., THE, Portsmouth, O. 

SUPERIOR SHOE CO., Chicago, lil. 

TAYLOR, E. E., CORP., Boston, Mass. 

TRIMFOOT COMPANY, St. Louis, Mo. 


LEATHER AND OTHER MATERIALS 


EVANS, JOHN R., & CO., Camden, N. J. . 
KIEFER, EDGAR S., TANNING CO., Grand ) Rapids, Mich. 
LEVOR, G., & CO., INC., Gloversville and New York City .. 


MACHINERY, LASTS, MFRS." SUPPLIES, DRESSINGS, Etc. 


AVON SOLE COMPANY, Avon, Mass. RP Ss re Front Cover 
DU PONT DE NEMOURS, E. I., & CO., INC., Arlington, N. J. 

LIBBEY, W. S.. CO., Lewiston, Me. 

LITHOX, THE, CORP., Wapakoneta, O. 

PANTHER-PANCO CO., Chelsea, Mass. 

UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND ACCESSORIES 


KAWNEER CO., Niles, Mich. ; 
PITTSBURGH PLATE GLASS CO., Pittsburgh, | Pa. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa. 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 
HOTEL LENNOX, St. Louis, Mo. 

HOTEL McALPIN, New York City 
KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City 
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NOW we have two jobs... . 
one in which we take our place 
among the industries that are 
speeding production in defense 
of the nation, supplying soles 
and heels for the U. S. Army. 
The other is supplying these 
same soles and heels for the ci- 
vilian population of the country 

. for workers who in turn 
are also engaged in defense 
industries. Both jobs are impor- 


Sn DEFENSE gf He Nation 


tant. Both jobs require uncom- 
promising effort and uncompro- 
mising quality. Both deserve 
and are getting the construction 
for which PAN-CORD Looped 
Cord-on-End Safety Soles and 
Heels have been famous. 


LOOPED CORD-ON-END 


Spel Solo 


PANTHER-PANCO RUBBER COMPANY, CHELSEA, MASS. 
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A merice is raising a practical generation. Our boys want 
keen-looking shoes. Yes,but they want long-wearing shoes, f6o. 
They know the value of a dollar, anda stout leather sole when 


’ they see one. They've learned to look for well-stitched uppers 


of durable leathers, and they know where a shoe must be re- 
inforced against wear.In a word they know the thrill that comes 
of an appreciation of VALUE in Shoes. That’s why Gerberich- 
Payne Shoes have such an appeal for them, and why so many 
BOY customers,stay with Gerberich Dealers straight through 
to manhood. When Young America Looks To Its Feet, Sell Them 
Gerberich-Payne Shoes. 
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